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Rough Proofs 


The Washington Merry-Go-Round 
quotes a poem by Congressman Ran- 
kin of Mississippi, published in the 
Congressional Record and celebrating 
the glories of Cottolene. Now we 
shall see just how good a medium the 
Record really is. 


a a 


The Congressional Record seems to 
be overlooking an important source 
of revenue for itself and the Con- 
gress. Why not provide commercial 
sponsorship of those deathless ora- 
tions of the statesmen which contain 
good plugs for constituents’ prod- 
ucts? 

vvwgy 


A Chicago newspaper published an 
item about the brilliant wedding of 
a well-known movie star and placed 
it on the financial page. That’s alto- 
gether too cynical a view of the ro- 
mantic aspects of Hollywood. 


, oF 


Speaking of Hollywood, a corre- 
spondent offers this definition of 
glamor under the Kleig lights: The 
toupee of illusion on the bald head of 
reality. 

7 Vv F 


And speaking of heart interest on 
the financial page, did you notice that 
the farewell note of the Countess to 
her spouse was signed, “Affectionate- 
ly, Barbara”? She could have 
stretched it just a bit and said, “Lov- 
ingly.” 

di a, an 


Kasko Distillers has placed its ad- 
vertising account with J. M. Korn & 
Co., marking one of those logical 
combinations which destiny must 
have planned. 

> # 


An advertiser objects to news of 
depression and disaster featured by 
newspapers, and urges more front 
page publicity for good tidings. The 
simplest plan, of course, is to elimi- 
nate the unpleasant events them- 
selves. 

+ | & 


Editors don’t make news, but as 
long as they’re editors they’ve got to 
print it. When they start making it 
rosy when it’s really blue, they stop 
being editors and become _ press 
agents, 

+, ww 


Being a press agent for prosperity 
should be a pleasant assignment, but 
chances are the advertisers will con- 
tinue to ask about the circulation 
ind the milline rate. 


~*~ = ¥ 


The Federal Trade Commission is 
'elling soap and cosmetics advertis- 


ers what’s wrong with their copy. 
\nd if it doesn’t come up to par, 
apa spank. 

yyw, 


Those optimistic souls who resisted 
self-regulation of advertising all 
these years now know how it feels 
‘to have the hair-brush wielded by a 
lard and unsympathetic hand at 
Washington. 

v v v 


This new system of steel prices, the 
xperts predict, will be fine just as 
oon as the mill men, salesmen and 
urchasing agents can figure out 
what they are. 
v v v 


\n advertising agency reports that 

' gets clients by inventing new prod- 
‘cts for them to manufacture. Bet- 
watch out, though—the manufac- 
rer may decide to invent an agency. 


Copy Cur 


‘BOOTLEGGED 
BALL BROADCAST 
BRINGS LAW SUIT 


General Mills, Socony in 
$100,000 Action 


Pittsburgh, July 8.—Charging that 
“bootlegged” descriptions of base- 
ball games are being broadcast here 
despite the fact that they paid $17,- 
500 for exclusive radio rights to all 
Pirate games played abroad, General 
Mills, Inc. and Socony-Vacuum Oil 
Company have filed suit in federal 
court seeking $100,000 damages and 


an order restraining Station KQV 
from broadasting such accounts. 


The two advertisers were joined 
in the action by the Pittsburgh Base- 
ball Club and National Broadcasting 
Company. The petition asserted 
that ‘the two advertisers were en- 
titled exclusively to the privilege of 
broadcasting Pittsburgh games on 
the road, and that broadcasts from 
Forbes Field here have never been 
authorized. It was also pointed out 
that General Mills is the nation’s 
largest sponsor of baseball broad- 
casts and spends more than $1,000,- 
000 annually for this purpose. 

How KQV gets its play-by-play 
information is a mysfery,. the 
plaintiffs stated. Telephone booths 
were watched but no one was dis- 
covered phoning the game’s progress 
to the studio. The grounds were 
patrolled but nobody was caught 
tossing written reports outside. 


Defunct Tower 


Fraud Charges 


New York, July 8.-Catherine Mc- 
Nelis, who rose to fame a few years 
ago as publisher of the Tower maga- 
zines, which sold for a dime in F. W. 
Woolworth stores, was today indicted 
in federal court here for fraud in 
connection with circulation claims of 
the defunct publications. Tower 
Magazines, Inc., of which Miss Mc- 
Nelis was president, went into bank- 
ruptecy and suspended publication in 
1935. 

The indictment against Miss Mc- 
Nelis charges that her company 
claimed a circulation of 1,200,000 to 
1,300,000 for the chain of six maga-| 
zines, including Home, Illustrated De- 
tective, Illustrated Love, Tower Radio, 
Tower Movie and Tiny Tower, when 
it was only 500,000 to 900,000, there- | 
by defrauding advertisers of $1,000,- | 
000. Other executives were also in- 
dicted. 
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NOT PRETTY 


DEAD MEN 
DO TELL TALES 


Wiarcoutd be more vivid than the story 
presented by this picture! Fill in your 
own words of what caused this tragedy. 
The result is always the same — horrible 
pain, death and vain regrets. 


This shedding of human blood on the 
highways of the state has got to stop. 
Those guilty of these crimes — yes, we 
said crimes—are gcing to be treated like 
all other enemies of society — with an 
iron hand. Extreme penalties will be 
dealt out without fear or favor. Nobody 
will “beat the rap", if found guilty. 


For your own sake and the 
sake of others, drive care- 
fully, sensibly. It's either 
that or we'll see that you 
don't drive at all. The 
highways must and will be 
made safe for everyone. 


TAKE WARNING 
BE CAREFUL 


GOVERNOR’S HIGHWAY SAFETY COUNCIL 


George H. Earle, Casirmwan + J} Griffith Boardman, Vice Choirman 


All Drivers found guilty 
of motor vehicle acct- 
dents involving per- 
sonal injury, must be 
re-examined to deter- 
mine ability to drive 


PENALTY 
for 
SPEEDING 


%-DAY SUSPENSION 
OF DRIVER SLICENSE 


Pennsylvania will tell its citizens the story 
of highway recklessness by means of 
- "pictures such as this. 


Blerver Appeal 
To Jar Public 
Toward Safety 


Philadelphia, July 8.—An attempt 
to transform public apathy toward 
the frightening death toll exacted 
by automobiles into a_ shocking 
realization of the seriousness of the 
problem was launched this week by 
the Governor's Highway Safety 
Council, in an advertising campaign 
that will run for 13 weeks in every 
daily newspaper in Pennsylvania. 

A deliberate “horror” appeal will 
characterize the drive. All pictures 

(Continued on Page 26) 


Furniture Show Opens 
Vista of New Promotions 


COAL MEN MARK 
TIME, AWAITING 
RULING ON ADS 


Retailers Pushing Hard 
for Allowances 


Washington, July 7.—It will prob- 
ably be well into the fall before coal 
retailers and retail coal associations 
know whether or not the National 
Bituminous Coal Commission will 
allow them advertising and cash dis- 
counts on coal purchased from pro- 
ducers operating under the terms of 
the Guffey Coal Act. 

The rules governing such _ dis- 
counts would appear as part of the 
marketing rules and_ regulations 
which are suggested along with 
minimum prices by the various pro- 
ducer district boards, revised and 
coordinated by the commission and 
then finally promulgated for coal 
dealing the country over. 

At the present rate of progress it 
will take until late summer before 
the district boards can suggest 
prices, marketing rules and regu- 
lations to the commission. 


Question Discovers Policy 


It is an open question whether the 
commission will grant the retailers 
what they ask. When the first prices 
and rules and _ regulations were 
promulgated, it was specifically pro- 
vided that “no discounts from mini- 
mum or other prices shall be paid or 
allowed for coal sold to any person 
for retailing by him.” 

Ordinarily such retailing functions 
are entirely outside the jurisdiction 
of the commission, because the act 
exempts the operations of coal re- 
tailing. However, because such items 
as cash discounts and advertising al- 
lowances enter into the weighted 
average cost of production figures 
which the producers submit to the 
commission, and upon which ulti- 
mate minimum coal prices are based, 

(Continued on Page 8) 


Last Minute News Flashes 


Chicago, July 8. 


Wrigley Weighs N. W. Ayer Proposal 


Wm. Wrigley Jr. Company has under consideration 


a test campaign in New England, prepared by N. W. Ayer & Son, it was 


not yet been reached. 


learned here today on good authority. 


Final decision on the proposal has 


Portland Manufacturer in Advertising Debut 


Portland, Ore., July 8. 


room furniture makers, today began 


St. 


Doernbecher Mfg. Company, provider of Port- 
land’s largest manufacturing payroll, 


and one of the nation’s leading bed- 
the first advertising campaign in its 


Newspaper pages and special sections with dealer tie-ins 
are being used in 100 cities of the Pacific Coast and mountain states, fea- 
Gerbe 


& Crossley is the agency. 


BBDO Gets Complete American Stove Account 


Louis, July 8.—American Stove Company, manufacturer of Magic 


Chef gas ranges, has placed its entire account with Batten, Barton, Durs- 


tine & Osborn, Inc., effective Jan. 
the radio portion of the account. 


1. The agency has been handling 


Waterman Campaign to Start in Fall 


New York, July 8. 
| pens will get under way soon afte 
|} major cities, Elisha Waterman, 
of advertising, said today 


new 
J. M. Mathes, Inc., is the agency 


A four-month campaign for Waterman fountain 


Labor Day in 300 newspapers in all 
executive vice-president in charge 


New Styles, Rising Market 
Lend Cheerful Slant 


Chicago, July 6—An optimism 
that may be reflected in the future 
in increased promotional budgets 
pervaded the Furniture Mart here 
yesterday as the annual summer 
market show staged by leading fur- 
niture manufacturers got under way. 
Inspiring this optimism, according 
to experts in the field, are the recent 
favorable turns taken by general 
business, which together with the 
new style influence of Swedish Mod- 
ern design and possibilities of a 
price rise are expected to create a 
sellers’ market. 

Highlighting opening day activi- 
ties was an address by T. L. Shaffer, 
vice-president in charge of sales, 
Congoleum-Nairn Inc., to the Ameri- 
can Furniture 
Press Club lunch- 
eon in which he 
urged the home 
furnishings indus- 
try to adopta 
four-step program 
used sucessfully 
by his company 
in increasing 
both its market 
and its profits. 

Staged jointly 
with the furniture show were those | 
of the American Toy Mart, National 
Electrical Appliance and House Fur- 
nishings show and the National 
Floor Covering Institute show. 

Indicating that the rate of con- 
sumer purchasing was a factor often 
overlooked in compiling business in- 
dices, Mr. Shaffer told his lunch- 
eon audience that nine months ago 
Congoleum-Nairn predicted that busi- 
ness would not be as bad as was 
then expected. This prediction, he 
added, has been borne out by sales 
during the period. 

“We have not had business of the 
boom proportions,” he remarked, 
“but it has been better than people 
thought it was going to be.” 

Another explanation of this, Mr. 
Shaffer said, is in the fact that Con- 
goleum-Nairn has continued the mer- 
chandising policies it adopted upon 
its entrance into the floor covering 
field in 1910. 

“In 1910 there was not a person in 
the home furnishings business who 
had ever heard of our product or of 
any similar product,” he recalled. 
“With this zero yardage, this com- 

(Continued on Page 4) 


Milk Ad Post 
in N. Y. Goes 
to E. M. Gaynor 


Albany, July -*8.—E. Manning Gay- 
nor, of Leonardsville, N. Y., field 
representati of the New York 
State Departmhént of Agriculture and 
Markets, has heen appointed director 
of the bureau’ of milk publicity at 
$6,000 annually. He succeeds Daniel 
M. Frisbie, of Schoharie, named ex- 
ecutive officer of the department at 
a salary of $6,500. 

Mr. Frisbie, widely known in news- 
paper circles, was promoted to milk 
publicity director last winter when 
Paul Smith was appointed head of 
the State fair. Howard R. Waugh, 
department secretary for the past 


T. L. Shaffer 


two years, has been named assistant 
director of the milk publicity bureau 
‘at $4,000, his previous salary. J. M. 
Mathes, Ine., New York, is the agency. 
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GROCERY FIELD 
REMAINS WARY 
OF SET PRICES 


Few Contracts Not Signif- 
icant, Says Willis 


New York, July 6.—The recent 
spread of resale price maintenance 
into the grocery field in Ohio is a 
restricted move on the part of a few 
manufacturers and is not indicative 
of a general trend, according to Paul 
S. Willis, president of the Associated 
Grocery Manufacturers of America, 
who commented here today on the 
difference between fair trade laws, 
now in effect in 43 states, and unfair 
sales acts, which have been adopted 
in only a few cases. 

“The fact that two or three manu- 
facturers recently established mini- 
mum resale prices under the fair 
trade laws in Ohio and a few other 
points,” said Mr. Willis, “has given 
rise to the thought that food and 


Place Reideoter 
on your Fall radio 


And Schedule 
WHEC in Roch- 
ester for bright 
time-buying! 


| 
|grocery manufacturers, 


will enter into such arrangements. 
| This is not so. 
“While manufacturers’ seriously 


recognize the need of action which 
will prevent ‘below cost’ selling, they 
still feel the effective way of dealing 
with this matter is through the 
enactment of legislation such as the 
model unfair sales act, prepared by 
the National Food and Grocery Con- 
ference Committee. This model bill 
has been designed to establish floor 
prices below which dealers cannot 
legally sell. While such legislation 
will stop ‘below cost’ selling, at the 
same time it preserves for each dis- 
tributor the opportunity of benefiting 
from his own efficiency in operation 
and merchandising ingenuity. 

“At the moment, only a few states 
have enacted unfair sales acts. In 


generally, 


CONDEMNS BEER 


| WOW. WHAT was tye CASE 
TWALMADE syjcyy iMPORIANT 
HISTORY in NEW MEXICO? 


PIOGRANDE | agen BEER! 


e KNOws 
wis HISTORY 


NEAH, AND YE 
KNOWS His BEER! 


the absence of such laws, some man- 
ufacturers have availed themselves | 
of the fair trade laws to correct seri- | 
ous price-cutting situations—situa- | 
tions which they found themselves | 
unable to correct through voluntary | 
effort. Such fair trade arrangements 


have been upon the basis of estab- 
lishing minimum resale prices below | 
which a dealer was forbidden legally 
to sell. 
prices. 

“In discussing ‘loss leader’ selling, 
a sharp line should be drawn which 


They did not establish resale 


A fact first verified 


When this advertisement appeared last 
week in the Summer Lobo, University of 


New Mexico student publication, the 

local chapter of the WCTU arose in 

arms. The drys condemned the copy 

because "it is designed to interest teach- 
ers in beer." 


distinguishes legislation designed to 
stop ‘below cost’ selling from legisla- 
tion designed to establish resale 
prices.” 


by the University 


of Rochester’s listener survey and con- 


firmed by the fact th 
tinually chosen by f: 
national spot advertis 


Rochester station ! 


at WHEC 1s con- 
ir more local and 


ers than any other 


Representatives: Paul H. Raymer Co.; New 


BASIC 


York, Chicago, Detroit, San Francisco 


CBS 


U.S. INSISTS ON 
PROMOTION FUND 
FOR SHIP LINE 


Agencies Vie for New Pan- 
American Account 


Washington, July 7.— When the 
new South American express mer- 
chant marine service, comprising the 
three former Panama Pacific liners, 
California, Virginia, and Pennsyl- 
vania plus ten cargo vessels of the 
American Republics Line, is offered 
for sale or charter on July 15 by the 
U. S. Maritime Commission, one of 
the conditions of sale will be that at 
least $250,000 a year must be spent 
in advertising the line. (AbVERTISING 
AGE, June 27.) 

The Commission will announce 
shortly the name of the advertising 
agency which will be awarded the 
$250,000 yearly advertising account 
for the line which will inaugurate 
service no later than September Ist. 

Advertising presentations, figured 
on a $500,000 yearly schedule, were 
submitted to the Commission last 
week. A committee composed of 
Vice-Chairman Thomas M. Wood- 
ward, Commissioner Max O’Rell 
Truitt, Operations Director M. L. 
Wilcox, and Publicity Director Harry 
Stringer will make the selection. 


Agency Choice No Easy Job 


Thirty-two agencies submitted bids 
for the advertising and while no 
details of the competition were made 
available at the commission, it was 
said that the selection committee 
was having a “difficult time’ making 
their determination. If, on July 15, 
there are no bids received for sale 
or charter of the line which satisfy 
the commission, the government will 
continue operation until such time 
as conditions again seem propitious 
for reopening bidding. 

In any case, the $250,000 yearly 
advertising expenditure for the line 
will continue regardless of who owns 
or operates the line. The commis- 
sion would plan to spend at least 
that much and whoever buys or 
charters the ships must spend that 
figure as a condition of purchase. 


Maybe Bon Ami 
Should Address 
Joe, Not Lucy 


Pittsburgh, July 7.—Advertising 
appeals that dominate the women’s 
magazines and home pages of news- 
papers may have to be changed if 
the prediction made last week be- 
fore the American Home Economics 
Association convention here by Mrs. 
Helen Judy Bond, newly elected 
president, comes true. 

Mrs. Bond declared that men will 
soon have to do their share of 
housework. She pointed out that 
in 1920 one of out of 22 married 
women was working, while today 
the ratio is one to six. This means 
a woman cannot carry the full load 
of home-making, she concluded. 

Ruth deForest Lamb, representing 
the federal food and drug adminis- 
tration, told the convention that it 
is up to women’s organizations “to 
see that the new pure food and drug 
act is enforced as you want it to be.” 
She urged attendance at the forth- 
coming hearings before Secretary of 
Agriculture Wallace. 


| Hilton to Maxon 
Peter Hilton, general advertising | 
}manager of National Hotel Manage- 
ment Company for the past three 
|years, has resigned to join Maxon, | 
}Inc., New York, as account executive. | 


| Joins “Inquirer” 
| A. H. Jackson, formerly advertis- | 


jing manager, Miami Tribune, has 
jbeen appointed local advertising 
manager of the Philadelphia In- 
| quirer. 
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Introduction of 
New Line Swells 
Coty Ad Budget 


New York, July 6A complete 
new line of beauty aids will be 
added to the list of products mar- 
keted by Coty, Inc., with initial an- 
nouncement of a “Paris” scent en- 
semble scheduled to break in a full 
color page in the October issue of 
Ladies’ Home Journal. 

Acolor campaign in other women’s 
magazines will follow the inaugural 
insertion, although the complete 
schedule has not been determined as 
yet. This drive for the “Paris” line 
will supplement regular advertising 
of other Coty products. 

Eight products make up the new 
line, and the whole series will be 
merchandised as a “complete scent 
ensemble.” The packages are all 
similar, in soft shades of blue and 
gold. Included in the ensemble are 
soap, sachet, talc, bath salts, per- 
fume, face powder, dusting powder, 
and toilet water. 

Brown & Tarcher, Inc., handles 
Coty advertising. Jack Tarcher and 
George Marek are account execu- 
tives. 


Malmberg, Jones Join 


McDougall & Weiss 


Sam Malmberg, formerly associate 
art director of George Batten Com- 
pany, New York, has been appointed 
art director of McDougall & Weiss, 
Chicago. Also added to the agency’s 
staff as assistant to Charles McDou- 
gall in production and creative de- 
partments is Scott Jones, formerly 
with Batten, Barton, Durstine & Os- 
born, Chicago. 

Coincident with these additions to 
its personnel, the agency has ex- 
panded its quarters in the Wrigley 
bldg. 


Joins Ferry-Hanly 


Edward Oakford, former head of 
the radio department of Fanchon 
and Marco, New York, and for some 
years an executive of RKO Corpora- 
tion, New York, has joined Ferry- 
Hanly Company, New York, as man- 
ager of the radio department. 


Blair Joins Ellis 


Milton J. Blair has joined the New 
York office of Sherman K. Ellis & 
Co., Inc. He was formerly vice-presi- 
dent and a director of J. Walter 
Thompson Company, New York, with 
whom he was associated for the past 
14 years. 


Greenfield to Korn 


Ernest W. Greenfield has joined J. 
M. Korn & Co., Ine., Philadelphia, 
Pa., as production manager. He was 
formerly advertising manager of 
Kasko Distillers Products Corpora- 
tion, Philadelphia. 


Astor Advances Howard 


Robert D. Howard has been ad- 
vanced from banquet manager of 
Hotel Astor, New York, to the newly- 
created post of director of sales and 
business promotion. 


You can’t create an honest-to-goodness 
trout stream in a_ studio If you want 
reality in your pictures they must be real 

To get realism in fishing pictures we sent 
a crew to the north woods In fact, in all 
our stock photographs you'll find this rare 
element of realism, plus excellent photog- 
t a price that enables you to use 
them generously 


raphy 


If you haven’t our catalog of over a 
thousand subjects, ask for it on your let 
terhead today 

We specialize in fine studio 
photographic illustrations 


PHOTOGRAPHIC 
ILLUSTRATIONS, INC. 


H. F. Allison A. D. Lighthall 
143 N. Wabash Ave. Chicago, III. 
FRAnklin 0074 


and location 
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Business continues to hold its high volume in Phoenix . . . building schedules continue 
to climb... what a combination! For none other than Roger Babson declares the 
synchronizing of upward building and business cycles may produce a prosperity 


never before equalled! The tide of both business and building is running in . . . in —_— 


Phoenix! Building permits for the first half of 1937 totaled $1,161,346; for the first 
half of 1938, $1,345,168 . . . a gain of $183,822, an increase of 15.8%. Yes, business 
builds in Phoenix, the gold nugget of western markets, which accounts for 40% of 
Arizona’s retail trade. So when advertising schedules are in-the-making remember— 
if you want to make sales, advertise where sales are being made! 


BLANKETING THE GOLD NUGGET 
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MARKET 


“Serving Arizona With The Best In Radio" 


DICK LEWIS, 
es — The KATZ AGENCY — New York, Detroit, 


- WALTER BIDDICK CO. Los Angeles, Sen Francisco, Seattle 
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FOOD MEN FROWN 
ON LOOSE COPY, 


| Commission, which will take “ap- 
propriate proceedings in the public 
interest to prevent the use of 
such unlawful practices in or directly 
|affecting interstate commerce.” 
Among unfair’ trade 


|labeling, or packing 
noodles, or related products in a 


Macaroni Industry Ad opts manner to deceive purchasers of the 


consuming public as to grade, qual- 


macaroni, 


Trade Practice Code |ity, quantity, substance, character, 
nature, origin, size, material, con- 
| tent, composition, coloring, prepara- 

Washington, July 7.—Deceptive ad-| tion, or manufacture of such prod- 
vertising practices receive a seetthe | wéie. 


stamp of disapproval in trade prac- “The use of photographs, cuts, en- 
tice rules promulgated today by the} gravings, illustrations, or pictorial 
Federal Trade Commission for the! or other depictions or devices of in- 
macaroni, noodles, and related prod-| dustry products in such a way as to 
ucts industry. mislead or deceive the purchasing 


The rules in this connection are! public as to the grade, quality, etc. 
made to apply to photographs or | “Paying or contracting for the 
other illustrations of the industry’s| payment of advertising or promo- 


products in catalogs, sales literature, 

advertisements or on packages. 
Advertising or promotional allow- 

ances also are made an unfair trade 


tional allowances or any other thing 
of value to or for the benefit of a 
customer as compensation or in con- 
sideration for any services in proces- 
practice, a development growing out) sing, handling or sale of such prod- 
of the Robinson-Patman Price Dis-| ucts unless such payment or con- 
crimination Act. | sideration is available on proportion- 

Unfair trade practices covered in| ally equal terms to all other custom- 
these rules come under the enforce-!| ers competing in the distribution of 
ment activities of the Federal Trade | such products or commodities. 


” 


KIDNAPERS TAKE SIO.000: 


practices | 
| specified in the rules are the follow- | 


ing on advertising: 
AD ALLOWANCES “The practice of selling, advertis: | 
|ing, describing, branding, marking, 


MEET CHIX LEG MIX 


This combination shipping box and dis- 
play stand will introduce Armour's new 
Star Brand Chix Leg Mix, to be pro- 
moted as “imitation chicken."" The con- 
tainer was made by Hinde & Dauch 
Paper Company, Sandusky, O. 


Increases Personnel 
Danvers & Trunk, Advertising, 
Denver, has added Barbara Baird and 
Glenn Beedle to the art department; 
Burdette Curnett, head of the copy 
department, and Arthur C:; Jones and 
J. Bruce Vesey, account executives. 
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Furniture Show Opens 
Vista of New Promotions 


(Continued from Page 1) 
pany went forward promoting and 
selling to the American public the 
value of our product.” 


Reached Peak in 1936 


Peak sales were 
with a total of 155,000,000 square 
yards. The four major steps in the 
marketing and sales program which 
produced this volume, as outlined by 
Mr. Shaffer, included revitalization 
of the product, reduction of cost to 
the consumer, building of consumer 
acceptance through advertising and 
promotion and recognition of and 
support in the solution of retailers’ 
problems. 

The product improvement involved 
taking linoleum out of the “Cinder- 
ella” class and into a form which 
made it acceptable and desirable for 
all rooms of the house. Additional 
improvements were made in the tex- 
ture and methods of affixing it to 
the floor. 

Price reductions in the past 15 
years average 63 per cent, Mr. Shaf- 
fer said, with the dealer paying $4.45 
for a Congoleum rug now which 
would have cost him $12 in 1923. 

Discussing the building of con- 
sumer acceptance, Mr, Shaffer took 
issue with marketing experts who 
thought that the company’s promo- 
tional efforts should be aimed at the 
49 per cent of the population living 
in urban centers whose purchases 
are presumed to account for 83 per 
cent of the home furnishings market. 

We do not recognize that at all,” 
he declared. “We believe that the 
51 per cent of the families of this 
country who live in towns and cities 
under 10,000 population go to the 
larger cities to do their marketing, 
but they have to be sold before they 
go there. The difference between 
the investment per year in home fur- 
nishings for the Smith family who 
live in a town of 5,000 population in 
Nebraska and that of the Jones fam- 
ily of New Jersey who have an 
equivalent income is very little. 

“We advertise to the consuming 
public in proportion to their ratio to 
buy merchandise and we study our 
markets from every figure that is 
available. Applying those, we create 
this market so that the entire 100 
per cent of American families are 
sold on the acceptance of new de- 
velopments in our product.” 

The fourth step in the Congoleum 
program is recognition of the retail- 
er’s problem which in itself is four- 
fold, he added. 

“First of all,” Mr. Shaffer. re- 
marked, “he does not know how to 
display merchandise unless you give 
him some help. So Congoleum has 
begun—from the first time it ever 
spread an advertisement on a page 
—to show how goods should be dis 
played in a completely set up and fur- 
nished room.” 

The ensemble theme is also 
carried out in the company’s travel- 
ing displays, he commented, while 


reached in 1936 


“visualizer” displays in portfolio form 


|have proved successful in stimulat- | 
ing retail sales forces to greater 


volume, 


Ensembles Feature Displays 


Ensemble 
Mr. Shaffer. 


selling, as outlined by 


was also much in evi- 
dence in show displays of many 
furniture makers Experts in the 


field also predicted that furniture 
| manufacturers would be increasingly 
brand conscious in future months 
and that many who have been some- 
what diffident in promoting their 
own brands to the consumer would 
increase activity in this respect. 

Styling struck a new note this 
season in Swedish Modern which is 
held to be a satisfactory answer to'| 
the problem of “being modern with- 
out being surrealistic.” It is  be- 
lieved that the pendulum, 
| swinging to the extreme “left” a few | 
|}years ago in a modernistic trend, 
jhas returned to normalcy and a 
greater appeal to conservative tastes 
in the new design. 

A feature of the appliance show 
held along with the furniture show 


style 


Laundry Revue,” sponsored by the 
Mart as an institutional aid in the 
development of selling ideas for re- 
tailers. 

Model kitchens and home laundries 
have been arranged to emphasize 
the value of ensemble selling. Par- 
ticipating manufacturers include 
Hotpoint division, Edison Genera! 
Electric Appliance Corporation; Hur- 
ley Machine Company, Norge di- 
vision, Borg-Warner Corporation 
and the Peoples Gas Light & Coke 
Company of Chicago. 


Choose Sides 
in N. J. Price 
Law Struggle 


Jersey City, July 7.—Battle lines 
were drawn today in what may be 
an arduous struggle to determine 
the propriety of New Jersey’s Ellis 
price fixing act which went into ef- 
fect July 4. Under this law, store- 
keepers who retail goods below cost 
are liable to fines and imprisonment 
if these fines are not paid. 

Opposing the law is the Jersey 
City Chamber of Commerce, with its 
assistant counsel, George J. Bau- 
mann, designated to “observe op- 
eration of the statute.” This, it 
was explained, does not imply that 
the C-C will rush to the defense of 
every merchant accused under the 
new law, but rather that the C-C 
will feel free to act on its best judg- 
ment. 

in the other “corner” is Saul 
Mendelsohn, counsel for the Allied 
Grocers of Jersey City, an associa- 
tion which helped to create the new 
statute. Attorney Mendelsohn has 
been assigned to see that violators 
are properly prosecuted. 


Geyer Publications to 
Issue “Sports Age” 


Geyer Publications, New York, has 
established Sports Age, national 
monthly covering the sports equip- 
ment industry. The first issue will 
appear Aug. 20. 

James E. Neary is business man- 
ager and Donald McAllister, advertis- 
ing manager. Advertising offices will 
be maintained in New York, with edi- 
torial headquarters in Geyer’s Chi- 
cago office. 


Opens Chicago Office 


Associated Sales Company, Detroit, 
producer of sales and service promo- 
tional and training slidefilms, has 
opened a Chicago office in the Mo- 
nadnock bldg. B. M. Ikert, newly 
appointed technical manager, will be 
in charge. 


Collings Joins “Parade” 


A. A. Collings, for 13 years with 
Cosmopolitan, has joined Haywood 
Publishing Company, Chicago, as 
Eastern advertising manager of Pack- 
aging Parade. His headquarters will 
be at 8 W. 40th street, New York. 


MORE POWER! 


By early fall, WFBR, 
will be operating on 


5000 WATTS I.s.) 
1000 WATTS 


In Ballionore, it4 


ON THE NBC RED NETWORK 


Dz | 


is a “Kitchen Klinic and Home 
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$25,000 New Business 


.»» Closed 260 new department store accounts 
from two 1-column ads in Simplicity Magazine 


gine 
ity 
Si ure brome 
a9 ork Olt 
i e st0rd sod 
gentiese ‘ present = 4t 7 . 
wen 3% ThE contende® axietss 
gn wniod Jo ent st° 
our acer . 
eoopt iow now —. 
as 3° yore & med 
powevet? rement 8 ° e - 
gout Sra and TN your dete 
*%o rub pen %o =; 3D 16° 
meio Ae propo® ree 
u ne 
go just DO gins He 
$4) 
7 ve _ woig “a " 
e 
store Mi oge 188° and ¥° 
efore ord, “ am Simp 


yo Bb 


DVERTISERS know Simplicity has the 
largest circulation of any women’s 
publication in America... that it reaches 
more than 8 million women every month. 
They know that more than 8500 stores from 
coast to coast buy Simplicity for distri- 
bution to their customers—BECAUSE IT 
RESULTS IN MONTH-AFTER-MONTH 
SALES! Yet there are some who are scep- 
tical of what Simplicity can do for them. 
Therefore, we reproduce the letter above 
—to show what Simplicity did for one 


advertiser. 260 new department store ac- 


— 
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counts—$25,000 new business CLOSED 
before their Simplicity ad was off the press! 
That’s what Simplicity support can mean 


to the dealers who sell your product. That’s 
the kind of additional business you can 
expect when you advertise in its pages— 
because dealers know Simplicity reaches the 
women who do the buying . . . more than 8 
million of them every month. 

Why not let us send you the Simplicity 
story—show you WHERE it goes, and WHY 
it’s the most powerful selling weapon you 
could use! 


2 er ce eee - 


EXTRA CLOSET SPACE 
WITH THE NEW 


ODORA| 


DROP-DOOR WARDROBE 


Store your heavy winter 
clothes. e Keep your furs 
clean and dustproof. e 
Store your surplus blan- 
kets and hangings. e 
Attractive. Easy to set 
up. Solidly constructed. 


- The door slides down at — 
ll ya 
at press of @ button! vial 
mee ee 
+ Slide up the lower panel. Presto! The 
handiest storage space for shoes, 
blankets, etc oa: 

'e Dimensioned to hold 12 heavy gor 
“ments (2A. wide, 22 inches deep, 5A. toll) 


nickeled metal corners - ae 
© FULL LENGTH PATENTED ODORA 
RETAINER EMITS A ‘PENETRATING 
FRAGRANCE. 


ODORA 


IMPERIAL 
double door 
STORAGE 
CLOSET 


1.99 


Wood frame con- 
struction. Size 15" 
x 20" x 60". Equip- 
ped with full 
length patented 
ODORA retainer. 


AT DEPARTMENT STORES EVERYWHERE 


ODORA CO., Inc. - N.Y. C. 


N.B. The birth of the Quintuplets, to all 
except one reporter, was just another story. 
To him—the greatest news event in human 
history! To many advertisers, Simplicity’s 
Prevue Magazine and its 8,000,000 women, is 
just another publication story. Others are 
discovering it’s the greatest army of women 
buyers ever assembled for advertisers. 
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Advertising Produces 
Profits 


The Third of a Series of 1938 Success Stories 


Alert Merchandising Puts 
Spam Across for Hormel 


(Additional Picture on Page 31) 
Austin, Minn., July 8&—About a 
year ago an enigmatic, crackling 


little word was released to the pub- 
lic to designate a pure pork product 
sponsored by 
George A. Hormel & 


Spam—a word 


Co. It 
coined in a 
among Hormel employes. It was put 
into limited distribution on a test 
basis, and today it can be found in 
almost every grocery the 
United States, in most cases outsell- 
ing similar products which retail for 
less money. 


was 
contest 


store in 


That Spam came into its own in a 
period of generally declining sales 
is attributed to a sound merchandis- 


WT 


The Travelers Broadcasting Service Corporation 


Paul W. Morency, General Manager e 
Representatives: Weed & Company e 


the packing house of | 


: : ' myers 
SEE. cath 


inz program, featured by consistent 
advertising full of clever, catchy 
kinks that distinguish the campaign 
from all previous efforts. The Spam 
star has shot steadily upward this 
year and continued advertising, 
|seems destined to move the product 
|to even dizzier heights. 


Now It’s Spam and Eggs 


Now that Spam is almost a house- 
hold word, it’s rapidly becoming the 
|basis of several other words, all of 
|}them characterized by the same 
|snappy verve. 


been its wide range of uses. 
|for scrambled eggs with Spam, you 
say Spambled eggs. Then there are 


W 


ea 


IC 


New York 


—— 


| Spametts, for canapes, and for sand-| NEW MAGAZINE COPY 


wiches it becomes Spamwiches. 


Spam's advertising debut _was gysmascuen” lis wy ante 
a test campaign in Minne : 
ss bs SWELL SANDWICHES e bh 
sota. Immediately it became a best| BFF) uu ow vou : 7 
seller. Hormel placed full pages of MAKE THEM with ? = y 


four color advertising in the Twin 
City papers, and supplementary black 
and white small insertions. All of 
the copy was designed to put the 
name across. The question and an- 
swer techniyue was used, with Spam 
given as the answer—in large red 
letters. On the radio Spam was 
plugged with jingle contests—all of 


- " 
TWE NEW MIRACLE 
MEAT BY HORMEL! 


the lines beginning with Spam, 
Spam, Spam. And how the name 


caught on! 


Local Efforts Intensified 


New test campaigns are being 
waged at present in Milwaukee and 
Los Angeles, with newspaper and — ee 
radio being used in both cities. Los Bb 1 hot: BOM GAL the snot’ - 


Angeles is also being covered with 24- 
sheet Thus far Spam has 
proved to be a popular seller in both 
cities. 

In national magazines Spam has 
appeared on back covers of Time in 
four colors. A new technique, fea- 


posters. 


One of the chief sell-|and emphasizing the varied applica- 
‘ing points in the late campaign has /|tions of the product, is now getting 
Thus, | 
| keeping and The Saturday Evening 


in this 
Billion Dollar 
Market 


great summer playground takes on 
added attraction for advertisers this 
time 
by thousands come here on vaca- 
tion with their families. Every one 
of them is a customer for food and 
clothing, sunburn lotion and the 
thousand other things it takes to 
make a vacation a success. 
mind you, these are extra customers 
in a market with an enviable repu- 
tation for the stability of its annual 
billion dollar spendable income. 

Vv 


your goods to more of these people 


Kngland’s most popular station— 
and because its record rates these 
“firsts.” 


Write 
brochure giving full details on the Ross 
Federal Survey of WTIC’s popularity and 
facts 
market, 


50,000 WATTS 
HARTFORD, CONN. 


Member N.B.C. Red Network and Yankee Network) J. ¢ 
James F. Clancy, Business Manager 


Detroit 


turing the use of balloon type copy 


under way in Collier's, Good House- 


Post. These three magazines will 


THE MEAT OF MANY USES FOR MANY OCCASIONS 


One of the half-page layouts appearing 

this summer in national magazines in 

behalf of Spam. Smaller page units fol- 
low this layout in the same issue. 


supplement the appeal previously ex- 
ploited to customers of most of the 
llarge grocery chains through Co- 
| ope rative Merchandiser, - Family 
| Circle and Woman's Day. 


Package Design Important 


In discussing the phenomenal suc- 
‘cess of Spam, Henry Haupt and Jack 
|Cornelius, of the Minneapolis office 
lof Batten, Barton, Durstine & Os- 
| born, which handles the account, em- 
phasized the significant merchandis- 
ing qualities of the package. De- 
signed by Al Clague of the BBDO 
art staff, the package contains sev- 
eral recipes for the easy preparation 
of the product, which apparently 
clicks with housewives. Point of 
sale displays are piled so that every 
fourth can has the recipe side fac- 
ing the customer. In one city, a 
grocer placed a display of Spam be- 
tween two older Hormel products, 
and at the end of the day he dis- 
covered that he had sold 50 times 
as much Spam as the other prod- 
ucts—and Spam was selling at a two 
cents per can higher price! 

Half of a right hand page is taken 
in the current magazine copy, fol- 
lowed by a series of one and two-col- 
umn layouts on succeeding pages of 
the same issue. 
emphasizes one feature of Spam, with 
the name itself in good-sized letter- 
ing. 

Following the current newspaper 
campaigns in Los Angeles and Mil- 
waukee, the Spam program calls for 
intensified local efforts in other 
cities throughout the country. 


| Christianson for NARG 


Theodore Christianson has been 
appointed trade relations counsel for 
the National Association of Retail 
Grocers. He was governor of Min- 
nesota from 1925 to 1931 and served 
in the House of Representatives from 
1933 to 1937. 


TIC’s section of New England’s 


every 


y year. Because people 


And, 


TIC can help you sell more of 


because it ranks as Southern New 


FIRST 


IN LISTENER POPULARITY | 
by more than 2 to | 


IN NUMBER OF NETWORK 
ADVERTISERS 


IN NUMBER OF NATIONAL 
SPOT ADVERTISERS 


Williams Named 


George C. Williams has _ been 
named vice-president and general 
manager of H. R. Howell Publishing 


today for our interesting 32-page 


the WTIC 


about 


Billion Dollar 
The American Hairdresser. 


Joins Ketterlinus 
Abner F. Sacksteder has closed his 
| office in Chicago to join Ketterlinus 
Lithographic Mfg. Company as sales 
representative with headquarters in 
Chicago 


H eward Promoted 


Howard has been made adver- 
tising director of the Knorville News- 
Sentinel, succeeding M. I. Moffett. 
a who resigned. Mr. Howard was for- 
San Francisco merly local display manager 


Chicago 


Each of the layouts | 


| 
| 
| 
| 


| 


Agency Role to 
Stanford Class 


in Advertising 


Palo Alto, Cal., July 7.—Advertis-. 
ing students in the journalism de- 
partment of Stanford University— 
some of whom are presumably scout- 
ing agency jobs at present—will 
have more than mere youthful en- 
thusiasm back of the claims they 
make for their potentialities, it was 
asserted here today. 

Designed to develop practical ad- 
vertising knowledge, the university 
last year launched a new course for 
advanced students with the major 
project being the building of a com. 
plete campaign for an actual prod- 
uct. 

Wesix Electric Heater Company 
served as the first “guinea pig” for 
student talents and received its re- 
ward in finding much of the mate- 
rial prepared by the class suitable 
for national magazines. 


Food Chain Offers Problem 


Second “client” was Safeway 
Stores which gave the students a 
new granulated soap to work on. The 


students, all seniors, started from 
scratch, did their own house to 
house investigating, created copy 


and layouts, made media recommen- 


dations and built a complete cam- 
paign. 
The results were given E. F. 


Becker, Safeway’s advertising mana- 
ger, in a 120-page _ presentation. 
Pleased with the projected campaign, 
the company expects to make use of 
much of it when and if an appro- 
priation is set up for the product. 

Instructor for the course is Rich- 
ard Russell of Lord & Thomas, San 
Francisco. 


Gallow Joins Agency 


William Gallow has been appointed 
head of the media department of Ivey 
& Ellington, Inc., Philadelphia, Pa. 
He was formerly director of media 
for Brown & Tarcher, Inc., New York, 
and previous to that, was in charge 


of media for Donahue & Coe, Inc., 
New York. 
Two Appoint Cutajar 


Charles J. Cutajar, New York, has 
been appointed to handle advertising 
for Q-Tips Swabs, manufactured by 
Q-Tips, Inc., New York. The agency 
has also been appointed to direct ad- 
vertising for Flightex fabric, manu- 
factured by Suncook Mills, New York. 


Resumes “Guild News’ 


Artists Guild, Inec., New York, has 
resumed publication of the Guild 
News, It will appear monthly as an 
eight page paper devoted to artists 
and photographers. Edward A. Wil- 
son is the editor. 


WHEN LOOKING 
FOR A THEME... 


Browse through our catalog for an 
ind you will find salable ideas 


nour 


Company, Inc., Chicago, publisher of | sparkling at you from every page 


Yet these catalog reproductions rep- 
resent less than 1% of the negatives 
collection that has been 20 year 
making. We are the origina- 
; type of service and invite 
have immediate 


inquiries that 
obligation 


H. ARMSTRONG ROBERTS 


4201 Locust Street, Philadelphia, Pa. 


Branch offices serving the following cities: 
Graybar Building. New York City 
201 North Wells Street. Chicago 
244 Washington Street, Boston 
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Mr. Advertiser: Up go your sales.... 
when an able agency builds your advertising 


on the basis of the Townsend Method. 


More Sales, Less Waste and More Profits 


.. . At No Extra Cost 


This promise of more sales, less waste and more profits, at no extra 
cost, from use of the Townsend Method, created unprecedented 
interest and excitement in the field of advertising. 
Accompanying the promise was the announcement: 
“The Townsend research has at last identified the 27 basic selling 
elements which belong in your advertisements. The Townsend 
Method of Evaluating Advertising tells you—before publication— 
whether your advertisement will succeed or fail—and why. 


The thought was revolutionary and when the press discovered that 


the Townsend Method was already in use by big space, big time 
advertisers, and their sales were upina big way, the Townsend Method 


instantly became big news. 


Many press reports were clear, accurate and useful, but unhappily 
some were misleading because reporters had relied on second-hand 


information. 


First-hand Facts 


The best way to get your facts is first-hand . . . from people who 
know and use the Method. Someone has said, ‘‘A little knowledge 
is a dangerous thing.” And everyone knows that sound decisions 
cannot safely be made on the basis of gossip. You will agree to that. 
And because the matter is important we know you want first-hand facts. 
Facts that clearly show the sales-producing, waste-stopping, profit- 
building ability of the Method. Facts that enable you to make an 
intelligent decision. So herein we give you some of those kinds of 
facts—facts that are first-hand, reliable, direct... 


From Calkins and Holden 


Calkins & Holden is an able advertising agency. Indeed the oldest 
service agency in America. Among its clients are such successful, 
prominent companies as: Gulf Oil Corp., Wesson Oil and Snowdrift 
Sales Co., Oakite Products, Inc., Jones & Laughlin Steel Corp. 
Crane & Co., Black, Starr & Frost-Gorham, Inc., etc., etc., etc. 


See What Calkins & Holden Say —— a reprint from a brochure recently released — 


Townsend and Townsend, Inc. ’ 30 Rockefeller Plaza, New York, N. Y. 


About the Townsend Method of Evaluating Advertising And How It Will Benefit You 


Said Vice President Donald Douglas of the Quaker Oats 
Co., as quoted by Advertising Age, issue of June 13th: 


“Advertising agencies which resent the use of the Town- 
send & Townsend technique are probably exaggerating 
its importance. It does not interfere with any of the 
creative functions of the agency, and in my opinion 
should not make it more difficult for any agency to work 
with a client.” 


Not only do we agree with Mr. Douglas, but we will go 
much further. The Townsend Method of Evaluating Adver- 
tising actually makes it easier for the agency to prepare 
effective advertising and to demonstrate to the advertiser 
that the advertising production is sound and will sell. Fur- 
thermore, instead of building fences around creative ability, 
it actually directs this ability into the production of adver- 
tising that has the greatest selling effectiveness and does it 
with a minimum of time and effort. 


How Do We Know? 


We have been applying the Townsend Method in the prep- 
aration of advertising since September 1937, and since Jan- 
uary 1, 1938, practically every advertisement released by us 
has had a high sales rating by the Method developed by the 
brothers Townsend. Some of our clients have had appreciable 
sales increases over 1937 that are, in their seated opinion, 
directly traceable to the advertising. 


Let's Appraise Advertising 

Let's be frank for a minute and admit at least one of the 
faults that many of the fine creative minds of this business 
have fallen into. And we're not excepting ourselves, either. 
There can be no question that even the best and most capable 
creative advertising men, in their efforts for the new and 
original, for the pictorial and pleasing, or for the dramatic 
and startling, have sometimes and, in some cases, often for- 
gotten, apparently, that the purpose of advertising is to sell 
and not to win awards for advertising excellence of produc- 
tion that is too frequently judged on a basis that has nothing 
whatever to do with sales. 

We think we can make this observation without any ques- 
tion of its integrity, for our walls are decorated with as many 


Information You Can Bank On 


In advertising, the name of Calkins & Holden stands for all that is conserva- 
tive and sound and time-tested. So now you have accurate, clear, authoritative 
information about the sales-producing ability of the Townsend Method. It 
will pay you to believe it and do something about it. 

And, remember, there are 13 other capable, recognized, reliable agencies 
in the United States and Canada today, who, after thorough investigation— 
thorough investigation — thorough investigation, have adopted and now use 
the Townsend Method of creating advertising for their clients. And they, 
too, are enthusiastic about the results they are getting. 

Also, don’t forget that more than 200 advertising campaigns involving the 
investment of over 30 million dollars are now being built on the basis of the 
Townsend Method. And remember that among these are some of the most 
prominent advertisers in America. And they are enthusiastic—and say so. 


awards for excellence through the years as those of any 
other agency, and the men whose work won them for us are 
still producing them and still winning them. 

And let's be frank enough to state further that much adver- 
tising, whether it wins awards or not, not only lacks but 
frequently violates the fundamental principles of salesman- 
ship. If you agree that the purpose of advertising is to sel/ 
goods and services, then you will as quickly agree that an 
advertisement should use the welladed and proven success- 
ful principles of salesmanship. After all, the advertisement is 
a printed salesman visiting thousands and millions, whereas 
the salesman can visit only dozens. 


What We Believe the Townsends Are Doing 
for Advertising Today 


Into this great competition of creative advertising minds 
who hold high torches — and we are proud to have held 
several ourselves — pressing forward with better and more 
strenuous advertising efforts, came the brothers Townsend, 
admitting that they are not advertising men, but manufac- 
turers and salesmen. And believe you us, they are especially 
salesmen. 

These Townsends ask of advertising only one question, 
not how pretty, not how new, not how startling, but how 
much selling does it do. And they proceed to measure adver- 
tising by the sound principles of salesmanship, which their 
research has proven to be most effective. 

So, when the Townsends first talked to us in February 
1937, we listened because, even though we have always made 
good advertising, as well as good looking advertising, we 
recognize that advertising must se// regardless of how new, 
how beautiful or how dramatic it is. 

And after we had listened and investigated the cases 
where their method had been applied, we found that it had 
increased sales and, furthermore, the reasons why were 
apparent. Without creating any advertising at all, the Town- 
sends had developed a careful, systematic check by which 
the sales-producing value of the advertising could be meas- 
ured; and when this check or audit was applied, the omissions 
and violations of effective sales procedure were obvious and 
so could be corrected and the advertising quickly and unques- 
tionably improved in selling power. 

That, in simple words, is what the Townsend Method is 
doing for advertising wherever it is applied. 


you understand tec 


Why We All Need a Check Like This 


No salesman is perfect. Consequently, he performs with 
varying effectiveness from day to day — sells far better on 
one day than on another. Advertisements are like that, too — 
better sometimes than at others—and so some sell far more 
goods than others. 

But with the advertisement we can do things that are not 
possible with salesmen. We can check the selling effective- 
ness of the advertisement by known principles and make 
certain before it is released that it will perform, almost 
perfectly. We can correct important errors before release; 
whereas the salesman, once his words are uttered, must go on 
in spite of some omission or violation that may already have 
ruined his sale. 

With the Townsend Method, the best one yet developed 
for checking selling effectiveness, by assuring the presence 
in proper sequence of the important selling elements, we 
know before we release an advertisement that it will sell the 
prospect whom it is intended to reach and interest. 


What the Townsend Method Is NOT 


The Townsend Method is not a substitute for creative 
ability or for the skill by which any idea is expressed in 
words or illustrations. 

Calkins & Holden continues to produce the fine, high 
quality advertising for high quality products that we have 
always produced. But, thanks to the Townsends, we can now 
produce the same advertising, as new, as good looking, as 
dramatic as ever and be sure that we have included in 
it the selling elements that will give it maximum selling 
effectiveness. 


About Yourself 


If you would like to know more about how this Method 
works, we'll be glad to explain it to you and show you 
some concrete results in sales increases. It won't cost you 
anything to hear about it, or even place you under any 
obligation. We're so sincerely enthusiastic over its value 
to advertising that it's always a pleasure to discuss it. 

And if you should want the benefits of the Method in 
terms of Calkins & Holden service, it won't cost you anything 
extra to get it. We might even say: “You're paying for 
advertising to increase your sales, why not be sure you're 
going to get the kind that will do it.” 


Interesting, isn’t it? Exciting! Thrilling!! ... This prospect of more sales 
at no extra cost. 

And isn’t that just exactly what you need today? What all business men 
need? Now! In 1938. 

There are a lot of people in this country today who need jobs . . . badly! 
You know that and we know that. And we know that when you advertisers 
include the 27 basic selling elements in every advertisement you publish, you 
sell more goods, and that means more jobs, more purchasing power and 
better business. 

Why not investigate this thoroughly? Why not do something about it now? 
Do you delay wy | because you do not understand how it works? Well, do 

nically and in detail how your dial telephone works— 

exactly? .. . But you get numbers with it, don’t you? 

Well, if that’s what you want—numbers.. . of extra sales that you now miss 
—and want them at no extra cost— 

Write, telegraph or call us today. 
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NRFA LAUNCHES 
WAR ON PSEUDO 
‘WHOLESALERS’ 


| Gan Get It for You—’’ 
Racket Braws Fire 


Chicago, 
survey to 


July 7. A nation-wide 
determine the extent of 
misrepresentation perpetrated by the | 
“I can get it for you wholesale” type | 
of furniture dealers will shortly be | 
sponsored by the National Retail | 
Furniture Association, Clark B. Kel- 
sey, merchandising director, said to- 
day. This move follows a_ wide 
number of complaints and various 
sporadic attempts which have been | 
made in past years to correct this 
allegedly unfair practice. 

“We are not specifically interested | 
in putting any one type of dealer out | 
of business,”” Mr. Kelsey explained. 
“We do, however, intend to fight 
against misrepresentation, particu- | 


| 
| 


__ CIRCULATION in 


rROY 


More than ever in this era D. R.* the 
canny buyer of advertising wants media 
that avoid Scatterville, Hell's Half Acre 
and Wallow Corners—he's out to get con- 
centrated, checkable, waste-free coverage 
of profitable markets for his dollars. 

The circulation of The Record Newspa- 
within the 


actual Troy market, one of the 


pers is 96.23%, 


highest proportions of effec- 


tive, 


to be found in any important 


population center in the Em- 


| ployes. 
|association believes this practice ex- 


concentrated coverages 


those retailers who 
querade as wholesalers.” 

More than 5,000 of these question. | 
naires will be sent all retail furni- 
ture dealers, Mr. Kelsey said, with 
the retailers being asked to report 
on the misrepresentation prevalent 
in their districts. 

In addition, retailers 
on the amount and type of retail 
sales at wholesale prices made by 
various industrial companies to em- 
Without naming names, the 


larly by mas- | 


will report 


ists in considerable degree in some 
areas. 

Follow-up action on 
report obtained from the question- 
naires is still indefinite, Mr. Kelsey 
said, although the questionnaires will 
be mailed within the next few weeks. 


the general 


Brown to “Liberty” 

Harry W. Brown has joined the 
western advertising staff of Liberty 
and will handle accounts in Chicago 
and the Northwest. Mr. Brown was 
formerly with Ladies’ Home Journal, 
The American Weekly and This 
Week. 


Adds Reilie Sestion 


Metropolitan Advertising Com- 
pany, New York, has added a radio 


department, which is headed by 
Chester H. Miller, formerly with | 


| Columbia Broadcasting System. 


3% 


pire State. 


000 consumers), 


The 


the 


33,701 


Net Paid Copies 
Daily, March, 
A. 6. C. 
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Distribution is 76.5°/, in the 
Troy A.B.C. City Zone (which contains 
within its 3'/2-mile radius more than 119,- 


Retail Trade Zone. 
complete one-medium 


afforded by The Record Newspapers— 


only 12¢ a line makes Troy 
New York State's lowest cost 


major market. 


1938 ‘During 


COAL MEN MARK 
TIME, AWAITING 
RULING ON ADS 


(Continued from Page 1) 
can be regulated under 


they the 
Act. 

When the first prices were with- 
drawn by the commission last De- 
cember, the question of advertising 
and cash discounts was still pending. 
During that period and since, the 
chief moving factor in striving to 
secure commission approval for the 
discount idea has been the Retail 


Coal Merchants Association of Chi- 
cago. Last year nearly 100 Chicago 
retail coal dealers petitioned the 


commission for an allowance in buy- 
ing coal from coal code producers 
of two per cent a ton for each and 
not less than one per cent per ton 
for advertising. 


Push Allowance Demands 


Similar demands are being made 
this year and are being pushed vig- 
orously by local retail associations 
and on a national scale by the Amer- 


and 19.7°/, in the A. B.C. 
coverage 


city's sole dailies — for 


ee 


- SOHIO MAKES HEADS AND TAILS BOTH WIN 


LOOK AT TWO SIDES OF EVERY NICKEL 


YOU SPEND FOR Ganotine 


0 HIO X-70 cives vou BOTH! 


“HEADS” in gasoline, according to refining That’s why you can enjoy the thrilling per- 
formance of SOHIO X-70, and still reap the 
benefits of motoring economy. 

Over half a million Ohio 
motorists use SOHIO X-70 


regularly. If you're not already 


engineers, are the quick-firing parts you need 
for fast pick-up in today’s congested traffic. 

“TAILS” are the powerful 
parts you need for long mile- 


age on the open road. 
one of them, try X-70. You'll 
get both “Heads” and “Tails” 
... both pick-up and mileage 


Standard Oil’s Triple-Dis- 
tillation Process increases the 
amount of fast-acting “Heads” Mm \ 
in SOHIO X-70 without 
sacrificing the long-mileage 
“Tails” that save you money. 


may cp nctag acne’ | SOMO X-70 ‘sorte 


Caer name ak The enters OW Camguny Hime! 


0 od — 
- you'll _win every time! 


TRIPLE. DISTILLED —to give you “HEADS” for . , , 
pick-up .. “TAILS” for long mileage! 


THE STANDARD OIL CO. (OHIO) 


To demonstrate how its gasoline wins by every test, Standard Oil Company of 

Ohio has introduced this new appeal—heads stands for fast pickup and safety; 

tails, for long mileage and economy. McCann-Erickson, Inc., Cleveland, is the 
agency in charge. 


ican Retail Coal Association. = John Falkner por 


problem goes first to the producer Loses McClenahan 


on the various district boards for | 
consideration in the proposals for | John M. McClenahan, account ex- 
minimum prices and marketing prac- r utive, John Falkner Arndt Com- 
tices which they will submit for ap- pany, Philadelphia agency, died sud- 
ips 2 ae | denly at his home in Villanova, Pa., 
proval to the commission. 

I - he balked | last Tuesday. 

ast year the producers balked in| jie was educated at Exeter Academy 
many cases at granting the retailing and Princeton University. 

cash and advertising discounts be- | 
cause of the increase they would ef- 
|fect in the cost of production figures | 


Omega Names R-J 


| confused 


| with 
| wholesale 


J. A. Viger 
Advertising Manager 


on whic o ces are t Omega Chemical Company, Jersey 
nn a Rin grt ply City, has appointed Redfield-John- 

: ASE isn Mlbent ; stone, Inc., New York, to handle 
advertising allowance would be too ‘newspaper and farm paper advertis- 
dificult to trace, and that it could| jing of Omega Oil, starting Sept. 1. 
not be determined whether the| Spot radio announcements will re- 
money went into advertising or|main under the supervision of Hus- 


stayed in the retailers’ hands. 
Issue to Arise Next Month 


There have been no 
fore the commission 
tion. It will first come to the fore 
in the hearings on prices and mar- 
keting regulations to be held in Den- 
ver, Colo., for the Western coal pro- 
ducers sometime in August. 

The retailers’ problem is not to be 
with that which the com- 
mission is considering in connection 
maximum discounts asked by 
distributors. Wholesalers 
and cooperatives are the petitioners 
for special consideration in price dis 
counts and allowances, but so far 
their demands have not been for ad- 
vertising purposes. Advertising and 
the coal act is primarily an issue be- 
tween the commission and the 
retailers. 


hearings be- 
on this ques 


coal 


Gets Paradise Shoes 


Ridgway Company, Ine., St. Louis, 
has been appointed to handle the ad- 
vertising of Brauer Bros. Shoe Com- 
pany, St Louis manufacturer of 
Paradise shoes for women. Maga 
zines, trade papers and dealer helps 
will be used 

° 
“Spur” is 25 

The Spur, New York, celebrated its 
silver anniversary with the July is 
sue, having completed 25 years of 


continuous publication 


has 


band & Thomas Company. The news- 
paper list will cover about 200 cities 
with a twice-a- week schedule. 


Greenleaf Moves 


Greenleaf Company, Boston agency, 
moved to new quarters in the 
ark Square bldg. 


GOING UP 


From a press run of 
1,000 copies in 1933 
To 60,000 " " 1938 


(Summer Issue) 


Member of the A.B.C. and N.P.A. 
. 
WOMEN is the first and only photo- 
graphically illustrated consumer mag- 
azine that deals exclusively with the 
latest hair and facial 


styles beauty. 


READ BY MILLIONS 
FROM COAST TO COAST 
Fall Issue to close August 25th 

For advertising space write 


CAPITAINE PUBLISHING CO. 
45 W. 45TH ST., NEW YORK, N. Y. 
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Horesthe TWO SIDES 


CMBR 


— sidsimeal tie sas saints 


GASOLINE 


This poster was created by Lennen and Mitchell, Inc. 


VAC.CUP.BAC 


POSTER PAPER : 


IS THE ANSWER TO BOTH wee 


Cup, a new and exclusive prin- 
ciple in poster paper, gives 
VAC-CUP-BAC greater stick- 


Vac-Cup-Bac Poster ers printing surface is ing qualities and smoother ap- 


ideally suited to faith reproduction of attrac- sivas Pearance during the entire life 
tive art and copy. “ aC 

Vac-Cup-Bac posts smoothly and easily assuring s ) (i 79 

a full showing of uninterrupted display. y YY KO) 

The reason for this is the vise-like grip of Vac- NOU 

Cup-Bac’s patented vacuum-cup back which ie 

grips the panel firmly and ‘stays put” until the QUALI 


poster has completely served its purpose. 
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Kellogg, Socony 
Teach Boys to 
Play Baseball 


Boston, July 7. Kellogg Company 
and Socony-Vacuum Oil Company, 
both sponsors of baseball broadcasts, | 
have joined hands here in co-spon. | 
soring a baseball school for young- | 
sters, with Tris Speaker, diamond | 
immortal, as active instructor. The | 
school runs four days each week and | 
will wind up Sept. 1. 


| 

Contribution to Progress | 

In announcing inauguration of the | 
school, N. W. Ayer & Son, Inc., | 
agency for Kellogg, saic that the | 


project was considered a “contribu- 
tion to the welfare and progress” of | 
the national pastime, as well as an 
effort to stimulate “the kind of fair- 
minded thinking and sportsmanship 
that comes from clean sport, cleanly 
played.” The two sponsors have 
also made it clear that “this is not 
an advertising activity” on the part 
of either company. 

Boys are being supplied 
catchers’ mitts, shin. guards, 
bats and liability insurance. 


with 
balls, 


ADMAN WORKS IT OUT WITH DIAMOND IMMORTAL 


Don Gardner, N. W. Ayer & Son, Boston, and Tris Speaker, famous baseball 
star, get things going for the happy kids who will attend the Kellogg-Socony 
baseball school. 


Sateen o WSAR | Dedicates WCGY St 


Test Campaign 
by Ward Plugs 
Bread, Air Show 


| New York, July 5.—A unique mer- 
_chandising campaign which includes 
| 1,200 house-to-house calls per day has 
been instituted by Ward Baking Com- 
pany for the dual purpose of promot- 
| ing Ward’s Soft Bun bread and check- 
ling on the radio audience of the 
company’s new dramatic serial, “Jane 
Arden,” heard locally over WJZ. 

A crew of girls is making home 
calls on New York housewives four 
|days each week, and is stationed in 
|stores on two other days. These girls 
|eonduct a “blindfold test” for bread 
|by offering housewives slices of 
| Ward’s and competitive breads, all 
without identifications. Consumers 
are asked to select the best product 
on the basis of flavor, texture, color, 
crust, and aroma. 

In addition to making the bread 
test, the girls check on the “Jane Ar- 
den” listening audience and remind 
listeners to tune it in. The “taste 


George Sutherland, formerly with | Station WGY, Schenectady, dedi-| campaign” was inaugurated in this 
Station WIP, Philadelphia, has been | cated its new five studio building|area some months ago, and has spread 
appointed commercial manager of | with a nation-wide broadcast over|to 12 other cities in the East and 


Station WSAR, Fall River, Mass. 


"| NBC July 9. 


there are lots 
of stations with 
5000 watts... 


We’ve a warm spot in our heart 
for you time buyers with a touch 
of Missouri in your make-up. 

Just because we have stepped 
up to 5000 watts (making us 
Cleveland’s second most power- 
ful station) we don’t expect you 
to do handsprings. But, with this 
extra power punch, plus pro- 
grams we have readied for 
sponsorship via the sustaining 
build-up, plus new and different 
merchandising assistance which 
puts trade associations and retail 
dealers right behind your radio 
program well mister, we 
know we are ready for you and 
the rest of the bovs who want to 
be shown. 


And when shall we drop in? 


x * * 


P.S. Inside tip! Next month, a certain 


mayazine releases the findings of a cer 

tain national survey organization, based 
1 , 

with 200 leading adver- 


will 


ouniry a 


m mtervicws 
rising ayency cxccutivcs. Figures 


prove Cleveland leads the entire 


4 


CLEVELAND'S 


reg J 2 
Fhe i oes 


ROLY STATION 


go 


- ORRIE 


Z 7 i 
John F. Patt, Vice-Pras., and Gen. Mgr. 
Edward Petry & Co., inc, Nat'l Repr's 


Middle West. The question on the ra- 
dio program is being asked only in 
New York where the 
heard, and it is expected that the 
serial will be aired nationally if the 
reaction from listeners is favorable. 
The radio show. was inaugurated 
June 20. 


Frederick Walther 
to Bennett & Snow 


Frederick P. Walther, 
joined Bennett & Snow, Inc., Boston, 
as vice-president. He was formerly 
manager of the Boston Office of 
Charles W. Hoyt Company. 

Rogers Isinglass & Glue Company, 
Gloucester, Mass., has named Bennett 
& Snow to handle its account. News- 
papers, magazines and trade papers 
will be used. 


New NBC Minimum 


Changes in minimum requirements 
for advertisers using the Red network 
of the National Broadcasting Com- 
pany have been announced as fol- 
lows: During the day, on weekdays, 
advertisers must order the complete 
basic red, consisting of about 24 sta- 
tions, except between 5 and 6 p. m., 
when orders may cover stations in 
either Eastern or Central time zones. 
In the evening, between 8 and 10:30, 
Monday through Saturday, and 7 and 
10:30 Sunday, at least 50 stations 
must be used. 


To Guenther-Bradford 


Economy Electric & Mfg. Company, 
Chicago, has appointed Guenther- 
Bradford & Co., Chicago, to place its 
advertising in industrial trade papers 
and direct mail. Federal Electric 
Company, Inc., Chicago, has also 
named the agency to direct its ac- 
count. Edgar Walter Fischer is ac- 
count executive. 


Gets McMurdo Silver 


Shapiro, Feinberg & Schoenrod, 
Chicago, has been appointed agency 
for McMurdo Silver Corporation, Chi- 
cago. 


van 
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CENSORSHIP VIA 
CASH PENALTY. 
ENGLISH PLAN 


Selfridge’s Says System 
Brings Restraint 


New York, July 5.—American ad- 
vertisers should penalize themselves 
by offering cash awards to consumers 
| who detect misstatements or exagger- 
|}ated claims in advertising copy, Self- 
| ridge & Co., Ltd., London department 
|store, recommended today in its 
‘daily column of comment published 
in the New York Herald Tribune, 
|Such a plan, the store asserted, has 
'worked out effectively abroad. 

“The tendency to bombastic state- 
ment is confined to no one country 
|}and no one race,” the store remarked. 
“We have it somewhat in England 
just as in America. We as a House 
abhor this tendency, and determined 
long ago to make it clear to our 
young people that they must never 
| misdescribe our merchandise. 

“The entire public in England— 
and probably many people in other 
countries—are aware that Selfridge’s 
pay to the first claimant £10 for any 
statement appearing in any of our 
newspaper, catalog, or window card 
announcements which misleads or 
|otherwise misrepresents the facts. 
| The House pays the penalty, not the 
|employe. This offer, while costing 
us a good many pounds in penalties, 
| has brought a two-fold advantage: It 
| has taught our buyers, our publicity 
writers and others the perils of over- 
statement. Furthermore, our ‘pen- 
alty’ offer encourages entire belief in 
our statements. 

“If our friends in that wonderful 
land across the Atlantic, where trad- 
ing is a fine art and business life is 
rich in progress, are troubled by an 
epidemic of over-emphasis, a 10 dollar 
or 50 dollar penalty for each mis- 
statement suggests itself as a rem- 
edy. Why not try it?” 


Gets Pune Camera 


Albert Frank-Guenther Law, Inc., 
New York, has been appointed by J. 
F. Galef, sole United States distribu- 
tor, to handle the advertising in this 
country of the Purma Special cam- 
era, a miniature camera imported 
from England which retails at $15. 
Newspapers and trade papers will be 
used. 


Heads Morart Rotophot 

Charles F. Moriarty, president of 
Morart Paper Company, Holyoke, 
Mass., heads the newly organized 
Morart Rotophot Company, Holyoke, 
which will specialize in photo gra- 
vure color work. 


Lesser Rejoins Agency 

Gilbert R. Lesser has rejoined Cen- 
tral Advertising Service, Inc., New 
York, as assistant to the president 
and production manager. Mr. Lesser 


nt in Georgia cat 
jectroty per one 
in printer 5 
ad-line for all ma 
Day and night, 
rnight; also to 
Honolulu and Far East. 
RALLW AY EXP 


| formerly handled his own accounts. 


ELIMINATES COSTLY 
PRESS TIE-UP. -* 


ectro. New 


ay. Rushed 


ses amashed el 
thousand miles aw 
hands 8:00 next mors: y 
ts, electros, scripts 
nation-wide 
Canada, 
For service, 


RESS office 


ae Ee 
. : , a 4 ‘aa b an : = eS \ a a” ee ws <2) A “ ae ae. 
F a ee eS Bg vee : a, 2 ree ee : ‘ Can We at | 
ihe : x > ; 
= Ss | ju 
sae ae ee j 
poe 7 - 
‘ — se » , =z ow? 
Eo ~ - ~~ a a alee a <3 aoe oo ey “ 
| “ae = ’ ne 
ths SS ° . 4 o. Ay y+ EM Sack: :4 im % ‘ 
<; ‘ 2 ’ a . ~, 4 7 » ie Pdi ¥: a ge - - +: % > * a - e 
iP ; . ~~" ' ; ” eae Ae i ee Peo a 
fA : gl Ses ok oe ef ow 
Aas 7 * 4 ee a ; 
ie _ an « \ Brad ie f . ae al me r. ws ; 
7 3 : a $, j " “ fay as s “ by ge ts ‘ i } , 2 ms 
Fae . Rig ae oo. a 3 > ne ee aD “A 
ay i ; ' ae ee & fe a " at vig i ae 
Fie - = \ ; a , : i n. * Ag a = ‘oe 3 : ee Oa rs 
a te re. 9a een Rog * oe ' 
5 bi . me cae Se | ge oe eS a 
+ * 5 ae a ee 
Bact j \. ae % gue ¥ ae ie a ) : 
ee ‘ $ ’ tis RE De 4 e 
a »/ oe a tole "6, ) - 
wre -. i esi é Bore ™ F 7 e > . g* k, < “ . = 
4 . — . A AY MeN oes, PES, ; 
ae . . ia See oe ; eee | OS ae Calas j 
ace a 2 . Z - a 2, 4 c aa a a a oe fe * 
es 
bi fF . 
ay ee. 10s 
ee =6— 
ae : a ee a. : sf 
ae = ¥ b - 
Bie: >» i \ Phi , 
ag mi : * ee 
has Af ’ oh a Sr x 
r “ bs ss. y =} ‘ i = 
a | . a Ks. 
—_ * , f re “Ta : ¥ ee ~ 
- > 3 cet PY  % s = val ee 
& . , nn : o * ‘, 
yy y — te ’ Ve 
poe % ; re a De”  # 
, ’ v' ; . $ * 4 as sa es 
a ro 2 ‘ats te a 4 CS 
4 “2 2 i - * 
pes: a 2 5 
a —_— ~ an ' 
ag ee r tis ad | 
am Ve et i fe a: 4 . ; 
Vaya toled ' YS ee , 
sited SS a eae 
7 i , P P . i iP ig . 
he * — a 
ees _.” } | 
"gee i f ¥ ee Somer: 3 Fo 
z ¥ Z i . 4 
hen Po Ne , | 
ges ,° “a | 
z= afl 
) . e 
eis. a a se : ‘ 
ita " R* 
ore? al a : 
shone a Sa 
fiat iw or 
hie Pega fey. é ‘ - 
ee te a 
eee , ™ Wie o w | 
rk ae x 
ee Bes ie ed : ri. eS ; 
ce. ree er ‘ie i 
Sein +: *s . y ‘ ’ ony 
RS tt a} mi a 
ny ‘ PC ae ce: Sy gk OF SOP Pie ada Mh HE a Se 
Re ee F De Age) her ‘ a: 4 ‘d 
os a hs is © i | . 
- i . oe é . < | | 
“/ aa sf 7 :. 3 .' 3 
- se vase : ue ; 
Ri . f 
_ if mJ é —_—_ nr 
a / “~¥ 
i > ; + 
a Y ; IR EXPRESS 
: -. <* 
Ps B: Ki. SS- J A 
nd eg 5 -. ; ‘ 
| 00 4 
js } ae | . — 
- 5 " = | | 
Re *. 2 * - | ~ (4 “ss 
3 2 
e. . . * : 
fj a 7 .** | 
rae * * » 5 
Ne eee smoncnana net j | . 
£ 7 
‘ a y a r= 
| 4 kt eee 
‘ ; ATR AGUncy. mC 
A , . : 
v2 ° ] 
¥ : 4 oe i a ; a i : : 7 ; “4 ’ ee ie an + aes A - qf, ‘ y : e : 


ADVERTISING AGE 


T’S AN AXIOM in Hollywood that a 
star is only as good as his or her 
last few pictures. 

We think that this could be applied 
to advertising agencies, too. What an 
agency did ten, five, or two years ago 
is not a proper guide to its ability to 
cope with today’s complex merchandis- 
ing and advertising problems. 

More revealing still ...What is the 
agency doing now? What are its recent 
successes? What are its latest smash 
hits? What does it know about today’s 
markets, and tomorrow’s? 


YOUNG & RUBICAM, Inc. 
ADVERTISING 


NEW YORK . CHICAGO DETROIT 
HOLLYWOOD « TORONTO MONTREAL 
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Correspondents in All Principal Cities 


Circulation, both home delivered 
and total, is shown in this break. 
down issued by the Daily News and 
| Evening News, Los Angeles. Charts 
| show the trend since 1933, and map 
/and tables give circulation figures by 
districts and towns in the Los An- 
| Seles market. 
| No. 1378. Order Getting. 
| In this brochure, McGraw-Hill Pub.- 
|lishing Company describes the Me- 
Graw-Hill Reference Service, a group 
|of six reference units, each covering 
'a specific field such as food, textile, 
|mining, ete., with data so arranged 
(as to require a minimum of effort on 
the part of the men who specify and 
| buy. 
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A Dangerous Precedent | 


| 
Last week ApvekTisiNG Acre re-|of advertisers to dictate the editorial | 
ported the dispatch by a distributor | policy or the editorial content of, 
of electric refrigerators of a circular | newspapers must inevitably redound = ; = _ : 
letter to his dealers, urging them |to the detriment of newspapers and 
to bring pressure to bear on news- | advertisers alike. A d o l 1 b b 1 n g 
papers in their communities, to the! The inherent dangers in any such | 
end that more news of a cheerful and | procedure were well stated, we be-| 
optimistic nature be published. lieve, in an editorial statement by 
“How is it possible,” this distribu- | the Chicago Tribune on the situation. 
tor asked, “for you to obtain even| “Lots of people would like to see/of a four-page Pepsodent advertise- 
a small part of the value from the | nothing but optimistic news in their | ment in last week’s Drug Topics, the | at pretty near 
advertisement which you are paying | papers,” the Tribune said. “That kind | point of which is that Pepsodent has | 
for when the customer must first be of paper, they think, would help sell | ot only given retailers a reasonable | 


—Ladies’ Home Journal 

That's some important work | brought home from the No. 1379. Matched Colors in Stend- 
office. ard’s Sulgrave Plate, Cover, Laid. 

= ————— - = Standard 


“Don't touch those, dear. 


| 


Paper Manufacturing 
Company has issued this new sample 
book which demonstrates the advan- 
tages of using identical colors for 
both the cover and inside of booklets, 
direct mail pieces with matched-color 
return cards, and numerous. uses 
where a one-color scheme is desired. 
Four actual jobs showing the use of 
Sulgrave are included. 


Making Plenty of Hay 


Reproduced here is the first page 


| facts, but the assertion of 208 of the 
|220 that repeal saved the hotel in- 
| dustry from bankruptcy can be taken 
| its face value. 


Getting Personal 
No. 1370. 


Demonstration Portfolio. 


é . ae With more and more men getting : 
thoroughly depressed and adversely | goods. It might for a time, but the all or some of their personal mail at This portfolio, issued by Interna- 
influenced before he reads your | newspaper which withheld bad news | | the office, including bank statements, tional Paper Company, contains speci- 
message? ‘as a matter of business _ policy| demonstrating the use of 


“We shall give our fullest support 


wouldn't long hold the confidence of 


deposit receipts, dividend checks and 


| mens 


| other personal correspondence, we | Adirondack Bond “Letterhead Yard- 
to our factory and their advertising |its readers. That would be bad for |have always wondered why banks | Stick.” This is a guide to letterhead 
| ’ ; : le “neti thic . 
agency in their endeavor to bring |the owners and equally bad for the land others don’t mark their envel- | Construction which can be used 


into newspapers, and particularly 


upon the front page, every possible | 


news item which has to do with 


| 


advertisers. 
“One other point may be stressed. 
If a 


opes “personal.” 
would be 
such 


Certainly no harm 
done, whereas the lack of 
marking on envelopes _fre- 


| either in the making of a new letter- 
head or in the remodeling of an 
old one. 


newspaper is justified in per- 
‘ toxin F oe od . 3 a quently results in embarrassment for : . 
employment, reemployment, construc- verting the truth in the direction of mail clerks, stenographers and | N® 1852. .. . to Shrink Space Stilt 
‘ ‘ : : A 1. 2 . a . . 5, : Sle : 
tion, improvement and increases in optimism, it is also justified in doing | others, as well as for the person to Further. 


commodity and stock prices.” 


so in the direction of pessimism. If 


whom the mail is addressed. 


In this new brochure, Columbia 


At first blush many advertisers | it is proper for a newspaper to ac- So we're glad to notice one or two| Broadcasting System gives details 
| . . . a) . 
may be inclined to applaud these cept a cash premium for being | companies printing “Personal in|} concerning 14 new stations and 94 
sentiments, and possibly such a pol-| unduly optimistic, it may also accept | good big letters on some of their en-| major station improvements since 
icy, if followed by newspapers, would a cash premium for taking the | velopes. Swift & Co. uses the word | August, 1937. Stations of the Cana- 
result in greater sales for a time.|gloomy view. The newspaper which | on . ro ae watch enciess Give or Broadcasting System are in- 
But it must be remembered that |sells out to the highest bidder can | — a Se ene cea py odo ncngggma on thet? use 
; tc. sers. 
newspapers, in common with other |sell out to a group of stock exchange | d 
j j thic ‘ rertisi y j « l « se ; aa "eo € ¢ , oy st. | | . 

media in which advertising is a by-| bears as well as to any other busi- | Jottings No. 1354. Los Angeles, Key to the 
product, are successful advertising | ness group.” ; me ; Hota “ay SE en i Southern California Market. 
media only to the extent to which Practical-minded advertising men profit under fair trade operation, but| United Air Lines has published a f 


they serve the needs of their readers, 
and gain and hold the confidence of 


will continue to buy space in media 


which have demonstrated that 


they | 


has also saved consumers half a mil- 
| lion dollars through lower prices. 


of its coast-to-coast 


| “Gay Geography” 
entertainment of pas- 


lines for the 


This study, issued by Los Angeles 
Herald and Express, telis the market 


The argument is sound and valid.|sengers on its main liners which is | story of this area, with analyses of 
those readers. That is why newspa- can be used profitably from the stand-| Pepsodent has increased dealer | unusually attractive. It’s a 16-page,| population, sales and their distribu- 
pers print both optimistic and pessi-|point of sales volume and sales|profits and at the same decreased |8-color booklet featuring cartoon|tion, industry and commerce and 
mistic news, although obviously, opti- costs, without worrying too much| prices to the consumer, but it has|type maps drawn by Ruth Taylor,|other factors. Several pages illus- 
mistic news is much more helpful in/about whether they agree entirely |done so only by decreasing its own | San Francisco artist. . trate the scope of the paper’s mer- 
the sale of advertising space. That|/with the handling of the editorial | Prices to jobbers and retailers. That And L. Merle Hostetler, of Cleve-|chandising and home economics co- 


is also why any attempt on the part |columns is the meat in the coconut, and it is land College, Western Reserve Uni- | operation and dealer contacts. 
a practice in which Pepsodent stands | versity, is carrying the thing a step ; 
. . almost alone. The vast majority of |further. After warning all who No. 1342. Certified Radio Survey of 
New: Viewpoints of Management fair trade items have not been re-| would listen a year and half ago “Buying” Listeners. 
A remarkably interesting group of “Without sound management capi duced in wholesale price, and while jem Oe SREMRERS OEVEN of Sad A new slant on determining radio 
expressions by heads of leading in- tal is unproductive and labor idle, retailers 7 wap be making a | Samos, Mr. Hostetler has had enough, station popularity is offered in this 
* desteten tc to be found in the book-| because nalther of them can effec. |ereater profit on them, it would be|and is now publishing a mimeo-| study issued by WMC, Memphis 
if let, “The Significance of Manage-| tively serve the public unless a secant igh leroy radeon * ee esas egy nen pe — mesearch Saves interviewed cus- 
i __ J ‘ prove that consumer prices on their | ““Hostetler’s GOOD NEWS Letter,” | tomers at point-of-purchase, rather 
, ment,” issued by the Seventh In-| agement provides the connecting | fair trade brands have been reduced. jand which is “openly and avowedly a|than by the  phone-call-to-home 
ternational Management Congress, ! link The future of American in- , resume of only the favorable features | method, the analysis, therefore, indi- 
” to meet in Washington Sept. 19-23.) dustry depends largely on the suc-|Fewer Youthful Drinkers? in the outlook for trade, industry and | cating station preferences of actual ‘ 
Se The following excerpts indicate a cess of management in adjusting it- | The New York State Liquor Au- finance.” . buyers. ‘ 
new and progressive approach to cur-|self to this new conception.” thority has just completed a survey Newspapers may not be getting 
rent problems: “Within the present generation,” | covering 220 hotels in 46 counties of |many advertising insertion orders, No. 1350. Route List of Retail Drug . 
“Until recently management was!/says Francis A. Countway, presi- | the state, from which it reaches the tneee Gaye, Sus Caney re getting plenty veaghedndeatenpude 
synonymous with ownership; today |dent of Lever Brothers Company,|™!dly pleasing conclusion — that | of ahead from advertisers. C. P.| This pocket-size booklet, issued by | 
p it is synonymous with trusteeship,”| “management has made it possible youth has Gone relatively less drink. reg ep og gre wl peng mae eee a CORRES © SOE 
f says James F. Bell, chairman of the|to provide consumers with better | 128 since repeal, and that most of ager, _— sear nay the other day. | plete list of retail and wholesale 
board of General Mills, Inc. “It|goods and services at lower prices | one. reo hotel er rooms ie eee vennnaate choue 188) eo mete eee and national and loca} 
currently being taken care of by per-| withhold forecasts about 1939 models | drug chains in Denver and its retai! 
holds in trust the investment of|and at the same time to pay labor | sons between the ages of 25 and 40. until there was-something on which | trade area. 
the stockholders, and, still more im-| higher wages for shorter hours The hotelkeepers also agree, with | to base a forecast. “We do not pos- 
portant, it holds in trust the jobs “Now management faces another|a considerable show of unanimity, | sess information on new models that | No. 1371. Distribution of Radio 
of the workers. In the performance | problem, for, without halting prog-|that drunkenness has decreased and|may be deemed reliable,” he said. Homes. 
i of its trusteeship it is responsible | ress, we must gain a greater meas-|that bootlegging has been practically |“In my opinion, premature mention! Radio homes in the United States 
wt to the public, for unless the public | ure of stability in economic life. To wiped out. of new models regardless of the na- are tabulated by geographical divi- 
Z continuously accepts the results of achieve this stability at a low level! Perhaps in all of these conclusions ture of the story, will only serve to/sions in this chart issued by The . 
a its efforts, the stockholders cannot, is easy, but to achieve it at an im- pod pond tsi om = ctr gant aren Sen Sey soe Se _ =e sIOuOEROTE Magazine. Figures = j 
receive dividends or the workers | »roving level calls for the utmost po pretigpasss oo — ee = a riage pod y neeay gree based - the radio homes analysis 
. lat their answers reflect a little bit at any time—and especially at this! of the Joint Committee on Radio Re- 
receive wages. renius of management.’ ot wistful thinking mixed up with time.” | search. 
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ADVERTISING AGE 


0m to change 


people into 
CUSTOMERS 


EVERY DAY OF THE YEAR PEOPLE IN ALL WALKS OF LIFE ARRANGE 
THEIR TIME AND ACTIVITIES IN ORDER NOT TO MISS THEIR DAILY 
SESSION WITH THE NEWSPAPER. FROM THIS DEEPLY ENTRENCHED 
HABIT SPRINGS THE ABILITY OF THE NEWSPAPER TO PROVIDE 
FOR THE ADVERTISER AN ASSURED CONSTANT AUDIENCE WHICH 
INCLUDES VIRTUALLY ALL HIS CUSTOMERS AND PROSPECTS. 


_— people can’t wait to 


read each day’s newspaper reports of foreign 
atfairs and some find their greatest interest in 
news of local affairs. Some can’t get along with- 
out the sports pages and some can't get along 
without the feature articles on cooking. There 
are those who never miss a crime story and 
others who never miss an art review. 

Regardless of the nature of their special in- 
terests, Americans find themselves on common 
ground within the all-inclusive columns of the 
modern newspaper. 

People of all ages in all walks of life make 
time to read the newspaper because it alone of 
all media, day in and day out, exerts potent 
and urgent appeals to the self-interest of everyone. 

The newspaper alone provides a permanent 
record every day in the year for consultation at 
the individual’s own convenience. It is always 
there when wanted as a guide to fashion, cook- 

\, investments, affairs of the heart and home 

. and for help in shopping. 


Ix CHICAGO, the newspaper which 


cry day of the week is consulted by a majority 


of all the families in metropolitan Chicago 1s 
the Tribune. 

Every day the Tribune audience reconvenes 
in a voluntary daily session, attracted by the 
vital quality of Tribune news reporting, its 
celebrated comics and helpful feature and 
service departments. As a result, the Tribune 
provides the advertiser with an assured daily 
opportunity to get a friendly hearing from 
Chicago’s largest constant audience. 

Through the Tribune the manufacturer can 
talk shop to a tremendous buying audience 
which is accustomed to consult this newspaper 
for practically everything bought at retail. 

Reaching more than 690,000 families in Chi- 
cago and suburbs every day of the week, the 
Tribune reaches this market’s largest known 
group of spenders—and 54% more of them than 
any other Chicago newspaper reaches. 


Ox the basis of direct, traceable 
returns, Chicago merchants spend more of their 
advertising budgets for Tribune space than for 
advertising in any other medium. 

The Tribune is the economical advertising 


medium for the manufacturer in this market. 
Every dollar he spends for advertising in the 
Tribune can be devoted to winning acceptance 
for the product and the company behind it. 
The Tribune provides an audience already 
assembled, ready for direct solicitation and in 
a frame of mind to receive it. 

Through the Tribune the advertiser can 
build lasting impressions by picturing his prod- 
uct in black-and-white or in color. He can 
describe its uses and demonstrate the satisfac- 
tion which comes of using it. He can highlight 
the exclusive features which are known to be 
the deciding factors in clinching sales. 

In the Tribune he can start and stop his 
advertising in order to take full advantage of 
seasonal demand, market conditions and buy- 
ing power. He can give his dealers direct selling 
help as they need it and when they need it. 


Recarpuess of the product you 
sell or to whom it sells, the Tribune is the logical 
medium around which to build your advertis- 
ing program for Chicago. Rates per 100,000 
circulation are among the lowest in America. 


CHICAGO TRIBUNE 


AVERAGE NET PAID CIRCULATION DURING THE OFFICIAL SIX-MONTH PERIOD ENDED MARCH 31, 1938: TOTAL DAILY, 857,963— TOTAL SUNDAY, 1,115,643 
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14 ADVERTISING AGE July 11, 1938 
‘ - clientele, is the prime essential for|terests are mutual. Without busgj. 


continuance in the banking business.| ness, there would be no banking: 


° bd When the financial affairs of a manu-| without banking, business has diff. 
O l C e oO t e V e rt 1 a = facturer or other borrower become so| culties; if there is any doubt of this 
| involved that payments on bank|there are still many who remember 


loans cannot be made at maturity,;the week which began on March 4 
i artment is 2 r's forum. Letters are welcome. = ‘ ; - : a 
a 7 CR 5s ss , . not infrequently a creditors’ commit- | 1933. 
rw je an ‘ . poi ad tee is formed, with representation of The moral of all this is that since 
Best Foot Fo ard NOVEL MAKEUP B ker's View ° int the bank and trade creditors. The| one swallow doesn’t make a summer 
To the Editor: From the July 2 — Held Exception to Rule aim, and it is frequently a successful | it is quite unfair to imply that one 
issue of the New Yorker comes this ¢ 


To the Editor: Contact over a long|/one, is to work out a plan whereby | banker’s error of judgment may be 


sample of novel advertising makeup. period of years with a thousand|the debtor company rehabilitates its | characterized as “The Banker's View. 


Looks like someone is trying to put | 


| banks and many times that number | business without being harassed by | point.” ii 
this gal’s best foot, or feet, forward. of bankers leads me to believe that | pressure from creditors. Preston E. Reep, 
Sewarp A. Covert, /little research was made before the| There is no desire to question the Executive Vice-President, Finan- 
The Griswold-Eshleman  Com- |editorial, “The Banker’s Viewpoint.” | authenticity of the instance on which cial Advertisers Association, 
pany, Cleveland. |was written. Banking is essentially|the editorial was based, but for one| Chicago. 
v,vwy 'a business dependent on other busi-| of this type there are thousands vvee? . 
Disputes Claim to | ness. Banks have little control over | where bank counsel has aided in put-/ | 
; |either their raw material, deposits; |ting an ailing business again on a/| Leverone Honored 
Authorship of Copy jor over their finished roduct, | ¢ : i ditor: artic as 
To the Editor: The enclosed copy peter eet on ae per | firm foundation. The relation be-| To ae Editor : Sue arte le on. ge 
of a letter just sent to Dr. Frank | | wit! _ , , bir , = th 7 pee eae tween a bank and its customers is a| 10 of your current Issue oon; b 
B. Robinson should interest you. | _ a *5 , - " pre confidential one and banks do not honors one of the outstanding leaders it 
. . }ence of the depositor, and loans are] .qvyortise the fact that they have| of the coin machine industry. Nat- 
| made only when the borrower thinks saved one or another business from|urally, we are happy to see Mi: - 
Dr. Frank B. Robinson p advantageous so to do. bankruptcy. The press, however, has | Leverone’s efforts receive recognition 2 
Moscow, Idaho Relationships between a bank and| 5 hesitancy in publishing news of The coin machine industry, which 
Dear Dr. Robinson: its customers frequently extend over | this nature, and any one who had a| We represent, will want to read your me 
1 read with much interest an ar- long periods and rarely are based on | gesire to get accurate information |Story of Mr. Leverone and your an. 
tice about you in the June 27 is- 'a single transaction. It is therefore | would have little trouble in doing so. | gles on Automatic Canteen. May we . 
sue Of ADVERTISING AGE. obvious that a bank’s entire business} With 90 per cent of the business | reproduce it in our next issue? If t] 
am ae ‘erticn you are cremnes | 2 like Blue F but “ ‘is built on its reputation and that/in the country on a credit basis,| We may, we shall be glad to give spe- s} 
ier dibsenenemant Gian the caution ~ poser Timber Wolf one ‘reputation is based on management. | bankers, from a selfish point of view | cial mention and credit to Apvertis- a 
“Man Can Now Talk With God.” | of the new high style fash- The confidence and continuing good- alone, have a very direct interest in| ING AGR. ~~ f 
While it is rather flattering to us to | ions at a low price $185 will of the public, or at least such building rather than impairing the = . a , SI 
k gpa yes Say ge : : . shies part of it as represents the bank’s| reputation of customers. Their in- Automatic Age, Chicago. py 
vain that this copy is, as dates proud | Included in the mew collection to be - = : —_ | 
ly call it, the greatest piece : ad- | shown in Los Angeles sterting July 2nd aaa ‘~* ne 
vertising copy ever written, can ont Sheets oe Re PR EERE OAL ETAT RA. FEE. RE BRT E 
hardly believe that you made this | J A E Cc K E L i MENU 6 tL Aig ee ae oe Cyt wy cei 
statement, as you must surely aod : 
aware that our Mr. Frank Baker 546 FIFTH AVE., at 45th ST., N. Y. pe a : pe . ) 
originated this advertisement, as our 8660 Sunset Boulevard, Los Angeles IO Nt i Noe Alm *- at ¥ 
files show. % 
Our books further show that you | re “A \ 
spent with us the total sum _ of | i 
$5.482 on this copy. ie Re | li 
In fairness to Mr. Baker, now de- | * on 0 
ceased, and ourselves, don’t you eh " 
think you should advise ApvertTisine I \ ; 
Ace, correcting this statement? ey .. . 
O. GUENTHER, auaal: >. “ 
President, Guenther-Bradford & o, t 
Co., Chicago. } 
j 
5 
Robinson's Reply 
My dear Mr. Guenther: Answering | e 
your letter of recent date regarding 
the article which appeared in Apver- 
TISING AGe, June 27 issue, which news- z P ) 
paper is now before me, let me state is here in gay colors | i : | 
that if your files show that any mem- ee : 
gg =, firm "a — anything Pare bon tamale te Aiiieane + 
o do With writing the advertisement ia “Nil r : 9 ¥ 
reproduced in Apverrisinc Ace, your $3.75 Pospaia ———— 7 ren ad i 
files are very much in error. sae and aakde to tam. Hee taonande ; 
Shortly after having written this poe yg epee: ihe tee heme 
Teaching, and before it even was 1s anes snl on calles off the 
copyrighted, I secured several large The foot and mention color preferred. | 
sheets of news print and drew this 0 M S F U L L E R & & M + T iy A R rt) os S 
display advertisement exactly as it| LD EXICO HOP 
SANTA FE — NEW MEXICO 
appears now, without the help of any- 


one. I have here over two hundred ; . . 

different pieces of literature inelua- | this advertisement is. Yet when I 

ing display advertisements, reader | Have given them an opportunity to | 

type advertisements, and follow-up | '™@Prove upon It, the copy they sub- CLIENTS 
literature, as well as office routine | ™!t Just simply wouldn't work. 
forms; and no advertising agency,| | have in my possession the first 
with the exception of The Izzard | display advertisement I ever ran, and 


Company in Seattle, has ever drawn this advertisement appeared in Psy- — eee 
a piece of advertising copy for me. | rer yr sony — : pA ae be- The Aleminem Cecking Emery Industries, Inc. Raysteel Specialties, Inc. 
Some eight or nine years ago your |‘O'® “*T. 2a on — ' aie va Pong Utensil Co. Firth Carpet Company The Standard Register Co. 
il tas at eal : = you can readi See that neither Mr. 
Mr. Frank Baker, a very wonderful|7 a y a ae Aluminum Ore Company Fostoria Glass Co. The Strong, Carlisle & 
gentleman and clever advertising | Baker nor pucnther-5 1 aster © Some of our most effective ; > Hammond Co. 
man. came to Moscow to solicit this Company had anything whatsoever . : Aluminum Seal Co. The Fox Furnace Co 
an, Cé Mos : " ees ais oc Trundle Engineering Co. 
account, and we did spend three or|'® 4° with originating the advertise- _ American Can Company Geaseel Sesore. tec. SD eee Se 
four thousand dollars with your firm. eaten reproduced = Asvenrenne Act. advertising has been done American Lumber The B. F. Goodrich Co wg seven 
However, this display advertisement (Signed) Frank B. Rowinson. toni a 


& Treating Co. 


—Brunswick, Diamond, Virginia Hot Springs Co. 
was running long before I had ever indies for technical products that The Austin Company Hood and Miller Tires —The Homestead Hotel 
heard of either Mr. Baker or Guen- At Least One . ; : a ey = raga The Ward Products Corp 
ther-Bradford & Company. What Mr To the Editor: Sliced ball onto . pepeveaaseautcasacaay nara — : im 
Baker did was to draw up my first| beach this morning and found it chs hard to present si Se eee a SES Si "“Fiteeteasee ee 
piece of reader copy, but it was taken| resting on top of a copy of a Janu- , The Bryant Heater Co. Kensington Incorporated —_r > , 
practically in its entirety from the|ary issue of ApverrisinGc Acre. Im- simple terms, Central National Bank oe “Eee Momaes 
display advertisement reproduced on! mediately thought of you. No fool of Cleveland The Leisy Brewing Co sae . i 
: ‘ Page 10 of ADVERTISING Aut It was ing, what is your circulation now Chase Brass & Copper Co. Lewis & Conger a 
i at Mr. Baker's suggestion that | used among beach combers at Monterey? Cleveland Fruit Juice Co ’ : ie ’ 
reader type copy in place of the dis ALLAN Brown, ®: — Lincoln Bog Company Weetengonate Samp Hee. 
play copy: but as far as originat Advertising Manager, Bakelite Commonwealth Shoe Mark Cross Company West Penn Power Co. 4 
ing it goes, | am quite sure that Mi Corporation (Vacationing at Del ipreysigaians Mutschler Brothers C The WGAR Broadcasting 
tuker would not want to take credit Monte, Calif.) a ee a ss - oa og Compeny 
Sar for something that he did not do , . YF Country Life—American ae eee So 
seed auy more than I would want to take A Tip for Copy Cub Home Corp : honeys , wade ayerabengremees 
Ole, credit for something someone else To the Editor: Why, Copy Cub . ' The American Home New York University The Wooster Rubber Co 3 
- a did It's the “smart girl” who uses the 
Both Mr. Harold Stone and Mr.| money for a down payment on the 


William Horsley of the Izzard Com-| ring and she’s not worrying about 

pany in Seattle have assisted me very | what's “in the hope chest” when she 

materially on all the reader type ad-|has her ace of diamonds “in the : 

vertisements and the display adver-) hole.” After all-—(helpful thought N E W ¥ o R kK : 

fisement run by me; and quite a for today)—-you can always get the * Cc L E V E L A N D 


a measure of the success which has at- money out of the diamond a little , 444 Madison Avenue : 1501 Euclid Avenue 
aa tended my efforts has been 


due to easier than out of the kitchen table 


their capable advice I might state and the dinette set! ° bed 

that probably a dozen advertising Gene McCatic ‘ | 
_ agencies have told me how “unortho Advertising Manager, Loftis } 

dox” and how mechanically imperfect Jewelry Company, Chicago. i" . : ; 
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GEORGIA PEACH 
SLATED FOR BIG 
PROMOTION PUSH 


“ Beautyrized”? Campaign 
Encourages Growers 


inta, July 6—What advertis- 
i ud cooperation have done for 
{ California orange, the Idaho po- 
t and the Washington apple may 
be repeated with the Georgia peach, 
; program formulated this year 
hv the Georgia Association of Peach 
( continues as successfully 
as it has during the past 30 days. 
for years, Wilmer Dickey, promi- 
nent peach grower of Musella, Ga., 
had been preaching to his fellow- 
producers the doctrine of marketing 
the best of the peach crop under a 
specialized trade name and label 
and with a standard pack of uni- 
form high quality. He had even 
suggested a name under which such 
peaches might be marketed: 
“Georgia Beautyrized Peaches.” But 
nothing had been done about it. 
Last year, however, an extremely 
“short” crop of Georgia peaches fo- 


sowers 


cused the attention of the growers 
on the fact that high-quality 
peaches, properly packed, would 


command a premium on the market. 
So a group of 45 producers organ- 
ized, under Dickey’s’ enthusiastic 
leadership, the Georgia Association 
of Peach Growers. The members 
of this group agreed to set aside 
$10 per car of peaches for an ad- 
vertising fund; to adopt the name, 
“Georgia Beautyrized Peaches” for 
their product; to market only the 
best of their crop under this label, 
and to put out only a standard pack 
of these high-quality peaches. 


Will Spend $15,000 


With between $15,000 and $20,000 
to spend for advertising purposes, 
Harvey-Massengale Advertising 
Agency, Atlanta, was selected to 
handle the account, and G. H. Johns- 
ton was put in direct charge of the 
work, 

\ review of previous campaigns 
showed two advertising campaigns 
on similar products which had been 
very successful. These were the 
campaigns for “Crisp-Eatin’ Let- 


tuce’” and “Sweet Eatin’ Melons” re- 
cently conducted by the Western 
Fruit Growers’ Association. It was 


decided to follow the general out- 
line of these campaigns in putting 
“Georgia Beautyrized Peaches” on 
the market. 

Accompanied by Tom Glover, an 
experienced peach grower and mem- 
ber of the association, Mr. Johnston 
then made a tour of the New York 
and Chicago markets. Visiting pro- 
duce dealers, chain store executives 


and Operators of independent stores, | 


the found the trend sharply to- 
Ward super-market stores, with em- 
phasis placed on a brand name and 

standard pack. With only about 


of the association under 
name, it was decided 
‘rate the advertising in two mar- 


idvertising campaign 
®Xiended to other centers of 
I and Middle West. 


Plan Preliminary Campaign 


p. on the market orly a lit- 
ve than two months, the cam- 
this year was opened on 
1 and will be continued until 
I Next year a preliminary 
ign may be undertaken dur- 
ie last two weeks in 
to prepare the public for the 
Season. but by far the bulk 
advertising is to be confined 
two mid-summer months. 
ertising funds this year have 
llotted as follows: 6624 per 
newspapers and the trade 
id 3314 per cent for grocery 
‘ids, including streamers, win- 


ips and similar items. 
hewspaper advertising was 
eading New York and Chi- 


~"00 cars to be marketed by mem- | 
: the | 
to con- | 


Kets! New York and Chicago. Later | 
is to be} 
the 


® peaches are a very season- | 


May in) 


Sales Dipped 
Mildly in June 


New York, July 5.—Network time 
sales declined slightly ir June when 
billings on the three major chains to- 
taled $5,523,216, a loss of 1.3 per cent 
compared with May’s total of $5,598,- 
351. Aggregate sales for the first six 
months of the year were well ahead 
of the same period in 1937, however, 
with cumulative billings of $37,947,- 
151 representing an advance of 5.6 
per cent. 

National Broadcasting Company's 
gross sales for June were $3,200,569, 
an increase of 6.6 per cent over June, 
1937. Total NBC sales for the first 
half of the year were $21,023,674, the 
highest total for any similar period 
in the history of the company. Half- 
year sales were 5.3 per cent over 1937. 

Columbia, too, recorded the highest 
six-month total in its history, $15,- 
581,295. This was a gain of 5.3 per 
cent over the first six months of 1937. 
CBS total for June alone was $2,120,- 


LAY PLANS FOR GREETING TO ROYALTY | Network Gross 


| 
} 
} 
| 


| These advertising executives, members of the tourist and publicity committee of 
| the Minneapolis Civic and Commerce Association, were given the job of prepar- 
ing for the visit of Crown Prince Gustaf of Sweden on July 18. Left to right: 
Henry Baker, General Outdoor, Inc.; R. H. Klatt, advertising manager, Winston- 
Newell, and J. C. Cornelius, head of the BBDO Northwest office. 


cago papers twice a week during 
June and wili run once a week dur- 
ing July. The trade papers being 
used are the New York Packer and 
the Chicago Packer. In each, the 
initial advertisement was a fu 


Heck Retires 


John Heck has retired as merchan- 
dise manager of A. Stein & Co., Chi- 
cago, maker of Paris garters, sus- paar 
| penders and belts, and Hickory prod- | 25. ® loss of 14.4 per cent compared 

ucts. He joined the company in 1911, | With June, 1937. The latter month 
page, with two column ten-inch ad-| and will continue as a director and | Was the company’s high-water mark. 
vertisements used as follow-ups. /|in an advisory capacity. | Mutual billings for June were $202,- 


412 compared with $117,388 in June, 
1937, a gain of 72.4 per cent. Total 
sales for the first half year were $1,- 
342,182, a gain of 15.1 per cent over 
the same period last year. 


Williams to Central 

Jas. B. Williams, Inc., New York, 
maker of display mannequins and 
distributor of Cora Scovil manne- 
quins and Cyrille Steiner glass and 
metal display fixtures, has appointed 
Central Advertising Service, Inc., 
New York. Business papers and di- 
rect mail will be used. Louis Brit- 
witz is account executive. 


Street Joins Scanlon 
George T. Street, Jr., has joined 
Scanlon Industrial Adertising Agen- 
cy, Philadelphia, as account execu- 
tive. The agency has changed its 
name to Scanlon, Street & Co., and 
has moved to the Liberty Trust bldg. 


O’Connell for Self 


R. T. O'Connell, for the past six 
years account executive with Calkins 
& Holden, New York, has organized 
his own agency at 122 E. 42nd street, 
New York. 


Dunne Heads Media 


Ward Wheelock Company, Phila- 
delphia, has appointed Richard Dunne 
as director of the media department. 


The sale of this dealer 
identification service 
is at a new high... 


‘ 


| 


*¥. 
| 
| 
| —both in dollar volume and number of brand names and dealer 
| listings. More manufacturers than ever before are proving the value of 
| Classified Telephone Directories for identifying retail outlets. 

Through this dealer identification service they make all their adver- 
tising pull greater results. Many who have tried it in a limited way have 
later extended its use to cover the directories of additional communities 
| throughout the country. These concerns include Buick, Westinghouse, 

Willard, Remington-Rand, ete. 
American Tel. & Tel. Co., Trade Mark Service Division, 195 Broadway, New 
York (EXchange 3-9800) or 31i W. Washington Street, Chicago (OFFicial 9300). 
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SALES PATTERN 
SHOWS SHIFTING 
TO BIG CENTERS 


Pennsylvania Study Finds 
Accessibility the Key 


| 
| 


Pittsburgh, July 7.—-A merchandis- 
ing picture of Pennsylvania, showing 
that retail sales tend to flow toward 
well-defined centers in proportion to 
their accessibility, was drawn here 
today in a report issued by F. A. Pit- | 
kin, executive director of the State | 
Planning Board. 

According to a study made for the 
board by an independent research or- 
ganization, there are 32 such centers 
in Pennsylvania. The largest of 
these in population, total sales and 
territory are Philadelphia and Pitts- 
burgh. These two centers serve 54 
per cent of the people, have 52 per 
cent of the total number of stores 
and do 60 per cent of the total busi- 
ness. Breaking down major sales 
classifications, the report shows that 
25 per cent of the merchandising dol- 
lar of the state is spent for food; 17 
per cent for automotive require- 
ments; 16 per cent for general mer- 
chandise; and 10 per cent for ap- | 
parel, 


Local Stores Get Food Trade 


Although each of Pennsylvania’s | 
retail shopping areas derives its 
name from the city which is its shop- 
ping center, stores in the many towns 
in each area obviously do a consider- 
able amount of local business. The 
family food basket is filled in home 
markets; automobiles being sold at 
fixed prices are bought at agencies 
convenient to home; miscellaneous 
purchases are bought locally or in 
suburbs where there is convenient 
parking space. But on the other 
hand, national advertising and con- 
tacts with the cities have made al- 
most all consumers style conscious. 
They prefer to do their shopping in 
cities for clothes, curtains, furniture, 
rugs, pianos, and much other finer | 
merchandise — purchases usually} 
made only after mature deliberation. | 


The shifting of trade in certain 
lines of merchandise away from the 
country stores and small town stores 
to the county seats and cities has 
been going on for many years, but it 
has been particularly marked since 
1920. Some of the shopping center 
cities have been losing trade to the 
large stores in the metropolitan dis- 
tricts, but this shift has not been as 
clear as the changes in the areas 
themselves. During this period some 
shifts have been taking place in the 
opposite direction, too, but in a less 
marked degree. Limitation of park- 
ing facilities led some stores to estab- 
lish suburban branches. Mail order | 
houses have experienced a falling off 
in catalog sales after opening up re 
tail stores Suburban department 
stores, roadside stands, gasoline fill 
ing stations with their increasing | 
lines of merchandise are listed as 
some of the influencing factors 

The basic cause of the shifting of 
purchasing and the formation of well 
defined shopping areas has been the 
increased use of automobiles (includ- 
ing trucks), and the development of 
good road systems Supplementary 
to these causes are the growth in 
popularity of motion pictures and the 
appeal of radio advertising Gen- 
erally rural residents now go to the 
larger towns of their area to shop 
and visit the motion picture houses 
und to see the large displays of good 
merchandise. Consequently, the lag 
in the spread of styles from the city 
'o the country is lessened. Instead 
of drawing their rural trade from a 
adius of five or six miles, the urban 
stores now get business from dis 


| 
Flow Toward Larger Centers 


tances of 30 miles or more and the 
change is still going on Automo 
bile speeds have been increasing | 
vith a corresponding increase in dis- | 
tances traveled by shoppers and the| 
irban store truck delivery 
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H bb W. to exhibit at the fair next year. Maa | PALER. Leonard I. Winston is adver- | New Four A’s Volume 
Oo eek facturers, collectors, and craftsmen /|tising and promotion director. 
y d b ‘are joining in the enterprise. Win- ——_—_—_———— oo aay taser Markets 
: “ . mning °? r o. ge | American Association of Advertis. 
2 , er- s 
Be Promote y frawptp- me ee or , ce Odel Appropriation Up | ing Agencies has issued Volume VI]. 
ies of contests among amateur crafts- The Odel Company, Newark, N. 


: 4 : . ‘ J., | of Markets and Newspaper Statistics, 
G u 1 ld in a men, are expected to be on display at| chemist, has increased its appropria- | 


covering 59 cities over 100,000 popu. 
| 


— 


the fair. The closing date for these | tion for newspaper advertising in 10) , 
contests has been extended seven| key sales areas throughout the coun- jada, in which newspapers were 

New York, July 5.—-A national con-| months to Jan. 31, 1939. try for Anti-Sun, a ara ~a audited to Sept. 30 and Dee. 31, 1927. 
sumer advertising campaign to| The guild has just completed a na-| Protect P atatian watamen ames | The data was prepared under the 
promote the week of Noy. 21 as “Na-|tion-wide promotion campaign to or- mer sun. Mag » business § 


1 t jisplays are alsc being | SuPervision of the Four A’s commit. 
j i , s she and counter displays are also DEE! tee on newspapers, of which J 
tional Hobby Week” will be under- | ganize new hobby clubs. These chap- | used. Koretz, Koepl Ideas, Inc., New- pay . , 2 


ation in the United States and Cap. 


: : : : Hartigan, Campbell-Ewald Company 

taken by the Hobby Guild of America, ters will be officially launched in the | ark, handles the account. areohs in Pee tener pany, 

it was announced today. Special/|fall, when all hobby interests will RTE , ee 

merchandising tie-ups are also being | participate in National herd W 4 Silk Parade Sets Date “H ld” Riticin Pric 

| arranged in connection with a ‘hobby A number of local shows, plannec an Silk Parade, the national store- | era e ci 

olympics” at the New York World’s|cooperation with retail stores, will wide intensive silk promotion held| Price of the Morning Herald, Glov- D 

Fair. focus attention on hobbies. ~ | anfually under the auspices of Inter- | ersville, N. Y., has been raised from il 
Negotiations are now under way Rosette Advertising Corporation | national Silk Guild, New York, will | three to four cents because of “rising 

for a cooperative hobby merchandise | will handle the fall advertising cam-'take place the week of Sept. 19. | costs of newsprint and taxes. b 

ens 
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Since April, McCall’s has told Consumers HOW TO BUY: 
Washable Fabrics « Homes - Meat - Vacuum Cleaners 
Eggs + Electric Ranges + Fruit - Linoleum - Rayon 


reer! 1OW-TO-BUY 
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Drive to Spot 
Tax Burden Led 
by W. D. Fuller 


| 


pittsburgh, July 6.—An intensive 
advertising and publicity campaign 
designed to show the people of Penn- 
sylvania how business taxation is 
throttling local industry will get 
under way soon, sponsored by the 
newly-formed Council of State Asso- 
ejations, chairman of which is Walter 
PD. Fuller, president, Curtis Publish- 
ing Company. 


The council asserts that the tax 


purden is driving plants and fac- 


_°f | Newspapers Get Bulk 
throttling | ° . 
of Fair Expenditure | 

An advertising budget of $12,500 
has been made available for public- 
izing the Pan American Hernando | 
de Soto Exposition to be held in con- 


tories out of the state and discourag- lthen we must pull down this wall of 
ing new industry from locating in| business taxes which is 
the state. Eighty-three trade asso-| Pennsylvania.” 
ciations, chambers of commerce and - 
other business groups make up the 
membership. 

In announcing the council’s plan | 


New Frozen Food Line 
A new line of quick frozen foods 


. aid. “W ‘has been announced by the Biddle | Junction with the Florida Fair and | 
Mr. Fuller said, tga is — Purchasing Company, New York, Gasparilla Association in Tamp a, | 
now is the awakening of the people) vac, the name of “Cliff House.” | Fla., Jan. 31 to Feb. 19, 1939, accord- | 


of Pennsylvania to the seriousness of | p,osent promotion plans include only 
the situation. We need an educa-| ¢ooperative local newspaper adver- 
tional and publicity campaign. It| tising. 
must be absolutely non-political and 
directed solely at the fundamental 
first interest of all citizens, that is, 
to convince everyone that if we are | 
to employ the hundreds of thoassnds | 


ing to Russell Kay, publicity director. | 
The bulk of the appropriation will 
gO to Florida newspapers, with radio 
ee | and outdoor also to be used. 
. rrr 

Sheridan Promoted  Mathia Mill h | 
Matthew Sheridan has been pro-| athia iller C anges 
moted to assistant to Jim Hool, man- Mathia Miller, formerly of Young | 
~ lager of monopoly states division of | & Rubicam, Inc., New York, and more 
out of work and put Pennsylvania Calvert Distillers Corporation, New | recently with George Bijur, Inc., has 
on the way out of the depression in-| york. He was formerly head of the | joined the copy staff of Randall 

stead of forcing us further into it, | order department. !Company, Hartford, Conn. 


Reader-Consumers 


HAIL POTENCY 
OF ADVERTISING 
AS PEACE FORCE 


Promotion’s Broad Aspects 
Studied at Glasgow 


Glasgow, Scotland, July 1.—Em- 
phasis on the influence of advertising 
as a democratic factor in everyday 
life, and the opportunity to utilize 
promotion as an instrument of inter- 
national good will, stood out as high- 
lights of the fourth International Ad- 
vertising Convention which attracted 
1,000 delegates here from many lands. 

In a keynote address that opened 


put McCall’s service 


More than 1,000,000 women go 
to the newsstand every month 
for McCall’s . . . Time was when every- 
one called them readers . . . Today they're 
consumers . . . Not professional, flag-waving 


theorists — but practical, 


can buyers. When they step up to buy any- 
thing —whether it’s a women’s magazine or 
a pound of tea—they expect it to deliver. 
Otherwise, they change brands. 


Modern women arent married to any product —or 


any magazine. They re on the 


the product or magazine—that meets their needs in 


terms of today! They want tok 


on their individual budget ... how to dress more at- 


tractively ... how to buy food, 
radios and what not. They're ne 


in editorial pleasantry — unless it's labeled “fiction.” 


Then, it has to be good fiction. 


Three 
Magazines 
in ONE 


What they want. when they put their dime on the 
newsstand counter, are useful, reliable FACTS! 


In April, MeCalls introduced into its already 
comprehensive service departments a new edi- 
torial approach — the MeCall “How-to-Buy 
Service.” 


’ 

4 

m HOW-TO-BUY 
Se€rvicé 


It is designed to supply authoritative and 
precise information to enable women to buy well—get 
the best for their money. 


inquisitive Ameri- 


Nearly 50% more women ask for McCall’s 
each month—than for any other 
women’s service magazine 


The average newsstand sales for the first three months 
of 1938—compared with the average of the last. six 
months of 1937— give MeCall’s an increase almost three 
times as large as that of any other women’s service 
magazine. 


lookout, constantly. for 
now HOH ! How to live 


equipment, homes. cars. 
»t the least bit interested 


Today. more than 300.000 more copies of MeCall’s 
Magazine are carried home from newsstands each month 
than any other women’s service magazine. The MeCall 
Corporation, 230 Park Avenue, New York. 


MSCALLS 
MAGAZINE 


Largest Newsstand Sales of 
any Women’s Service Magazine 


the meeting, Lord Southwood of 
Fernhurst, president of the Advertis- 
ing Association of Great Britain, and 
managing director of Odhams Press, 
Ltd., publisher of the London Daily 
Herald and other newspapers and 
magazines, declared that the in- 
fluence of advertising “on the every- 
day lives of the peoples has brought 
about changes more far-reaching than 
any revolution in history.” 


Dignifies the Individual 

“By its very existence, advertising 
dignifies the individual since it ac- 
knowledges the sovereign right of 
man to use his own judgment,” he 
said. “In the midst of this machine 
age, advertising is the healthy bal- 
ancing force that treats the ultimate 
consumer not as one unit in a mass 
but as a human being. 

“The real value of advertising is 
not so much that it helps to make 
the mass-production machine our 
servant as that it prevents it from 
becoming our master. It proclaims 
the customer as king. So long as 
the suburban householder can pick 
and choose for himself his favorite 
brand, we shall know that the reign 
of the robot is not complete and that 
the vital spark of human indepen- 
dence still burns. 

“The priceless advantage that the 
advertising of branded goods has 
brought into the lives of the people 
can, I think, be summed up in these 
four simple words—increased secu- 
rity in purchasing. The announce- 
ments of great and trusted advertis- 
ers are like familiar friends to count- 
less millions all over the world. They 
know that the sign that identifies a 
product sold by any one of those ad- 
‘ertisers is, in very truth, a sign of 
good faith. 

“It comes, then, to this: advertis- 
ing has reversed Abraham Linceln’s 
dictum. Success on the scale achieved 
by these great advertisers is gained 
not by trying to fool some of the pub- 
lic all of the time or all of the pub- 
lice some of the time, but only by 
keeping faith with all of the public 
all of the time. Reputable advertis- 
ers know that is the only course. 


Faith Kept at All Times 


“It is not so very long ago that 
almost all cheap goods were deliber- 
ately kept inferior in design out of 
an extraordinary fear of upsetting 
the ‘better-class’ customers. Adver- 
tising in its search for markets has 
changed all this. It has taught the 
manufacturer that it is as easy to 
duplicate good design as bad—and 
that it is certainly more profitable. 
Here, without the need of the ballot- 
box, is democracy in action, not scal- 
ing everybody down but making the 
best available to the greatest num- 
ber. 

“In effect, advertising has put the 
millionaire’s designer at the service 
of the multitude. And, you know, it 
is not difficult to see why. The well- 
being of the multitude is really more 
important than that of the million- 
aire. It is quite true that the luxury 
markets are important because of 
their influence on styles and ideas. 
But advertising’s greatest responsi- 
| bility is to the millions of homely, 
|everyday people. It is they who look 
| to advertising for guidance in spend- 
ing. It is our job to make advertis- 


ing a better aid to them. 
(Continued on Page 23) 
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_ NATIONAL DRIVE 
UNDER WAY FOR 
SKINLESS FRANK 


WINS TROPHY 


Royal Contest 
Has Cash for 


Photo Amateurs 


New York, July 6.—A prize con- 
test for amateur photographers is 


being promoted by Royal Typewriter | 


Company here with special advertis- 
ing in Life and Look, as well as ee Digestion Theme of 
seven magazines devoted to amateur 


photography. Local newspaper ad- 


vertising will also be used. 
The campaign will extend through | 


—. Gonsumer Promotion 


July and August, which is the pe- | _ Chicago, July &. ~The Skinless 
riod covered by the contest. Full frankfurter, a product of technologi- 
pages are being used in the photo- cal advances in the sausage industry, 


came into its own here 
Visking Corporation 


graphic publications, 
pages in Life 


with quarter 
and Look. 


today as the 


disclosed plans 


A total of $2,000 in cash prizes is |for its first extensive national con- 
offered for the best human interest | sumer campaign in magazines to be 
pictures, one consideration being | devoted chiefly to emphasizing the 
that the subject must concern some | virtues of this product. A detailed 
form of writing, whether by pencil, | | outline of the program was given Vis- 


pen, typewriter; 
by airplane. 


or even sky-writing | 
The contest closes Sept. 2 


Y&R Advances Lewis 


Tom Lewis has been appointed ra- 
dio production supervisor of Young & 
Rubicam, Inc., New York. He joined 
the agency in 1937, coming from 
WTAM, Cleveland, where he had been 
program director. 


king salesmen, in convention here, by 
_ Howard R. Medici, vice-president. 

| Visking, a manufacturer of syn- 
thetic sausage casings, developed the 
Skinless frank some years ago and 
holds patents under which most ma- 
jor packers are now licensed to make 
|the product. Since its organization 
12 years ago, this company has been 
jactive in “merchandising” the idea 


Walter Lehmann, classified advertising 
manager of the San Antonio Express and 
Evening News, was awarded this cup by 
the American Association of Classified 
Newspaper Advertising Managers, for 
outstanding achievement in promoting 
his classification. The award was in the 
group of cities with over 150,000 popu- 
lation. It was the fourth time the San 
Antonio Express and Evening News won 
top honors. 


In Hospitaltown . . . 


1,500,000 People Use 
These Utensils Every Day! 


Hospitaltown represents a vast market for cost — provided that it is 


properly ap- 
table ware, china, pots and pans, kitchen proached. Advertising to hospitals is direct, 
equipment, trays and napkins, because Hos- easy and inexpensive. Directory informa- 


a tion showing the distribution of beds and 
buying power in Hospitaltown is easily avail- 
able. Institutional departments of manufac- 
turers can establish sales programs which, 
per dollar of business available, represent 
expenditures far below the cost of selling 
the individual consumer. 

HOSPITAL MANAGEMENT has been a 
friend and adviser of Hospitaltown for more 
than 22 years. We'll be glad to give you an 


pitaltown is a vast market for food 
market in which more than 1,500,000 pa- 
tients, nurses and employes fed 
day of the year. 


are every 

No manufacturer of foodstuffs or kitchen 
equipment 
suming 


can afford to overlook this con- 
market whose buying power is 
greater than all but two or three of the coun- 
try’s greatest retail] trading areas 


And no manufacturer need overlook this introduction to the important buyers—an 
vast mass consumer market, because it is introduction coming from an old friend 
highly concentrated and can be contacted whose opinion they have confidence in. 


and sold with astonishingly little effort and Write us for details. 


Hospital Management 


The National Magazine of Hospital Administration 


100 E. Ohio St., Chicago — 330 W. 42nd St., New York (ly 


IN THE NUDE 


SKINLESS 


Now you can buy juicy, tender 
fronkfurters and wieners with 
the skins removed! 
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FRANKFURTERS 


GRUNT ESS be 8 teermered rete 
‘ what ‘ 


of branding sausages and other meats 
and in persuading dealers that such 
techniques can place sausage sales- 
manship and appeal on a par with 
that for other branded food commodi- 
ties. 

Expected to broaden the market 
for other sausage products packed in 
Visking casings as well as the skin- 
less frankfurter, the campaign will 
be institutional rather than competi- 
tive in nature. Mr. Medici explained 
that present annual consumption of 
sausage in this country is estimated 
at 1,500,000,000 pounds, with frank- 
furters of all kinds accounting for 
500,000,000 pounds of this total. Per 


estimated at 11 
broad marketing 
compared with Germany's per capita 
figure of 23.1 pounds. 


pounds, 


Says Consumption Increasing 


Consumption of frankfurters is in- 
creasing, Mr. Medici said, although he 
did not disclose the percentage of the 
total volume gained to date by the 


he added, “follows the sun” 
though not vitally affected by the re- 
cession, is of course subject to com- 
petition from the equally well known 
hamburger. 

The trend in the sausage industry 
as a whole, Mr. Medici commented, is 
very favorable and vastly different, 
insofar as appeal to the public is con- 


“industry” in ancient days. There 
was a time, he recalled, in ancient 
Greece when sausage products were 
tabooed because they were believed 
to “impair the morals” of those eat- 
ing them. 

Visking’s consumer 
Skinless frankfurter 
full page in The Saturday 
Post Aug. 27. Accompanying 
will be two-thirds and one-half 
insertions in September 
(00d Housekeeping and Woman's 
Home Companion. This copy will be 
in duotone color and will continue 
through fall months. Trade publica- 
tions on the schedule include Meat, 
Veat Merchandising and the National 
Provisioner, with copy to appear first 
in August issues. 
| Consumer 
| 


will 


this 
page 


issues of 


easy digestibility of Skinless franks 
and that they can be eaten by chil- 
| dren as well as adults without injuri- 
| ous effect. Also stressed will be the 
‘fact that the Skinless frank doesn’t 
|“bust open,” a point expected to ap- 
| peal particularly to picnickers. 

Merchandising material is being 
prepared for point of sales copy ty- 
ing in with the magazine advertising 
In addition, it is expected that many 
packers will cooperate with the na- 
|tional campaign in local promotions 
| Radio scripts, newspaper copy and 
|posters have been prepared for re- 
to these packers. 


| lease 


McDougall & Weiss, Chicago, is the 
agency. 
Ld ’ ? 


capita consumption of sausage here is | 


Skinless variety. Frankfurter volume, | 
and al. | 


| 


evidencing | 
possibilities when | 


| 


cerned, from that experienced by the | Sample-Hummert, Chic ago. 


|}has joined the 
copy for the} 


include a | 
Evening | 


copy will emphasize the} 


ee 


Hot Dog Vendors See 
$240,000,000 “Take” 


Pittsburgh, July 7.—Accord- 
ing to statistics compiled by 
the Associated Petroleum In- 
dustries of Pennsylvania, the 
tourist dollar is spent in this 
manner: 20 cents for transpor- 
tation; 20 cents for hotel and 
tourist accommodations; 25 
cents for incidental retail pur- 
chases; 21 cents for meals and 
provender, and 8 and 6 cents 
respectively for amusements 
and refreshments. It is estt- 
mated that the hot dog stands 
in Pennsylvania, alone, will 
benefit to the extent of at least 
$240,000,000 this summer. 


Warn Agencies 
on License for 
Transcriptions 


New York, July 6.—The influx of 
new companies in the electrical 
transcription field has caused the 
Music Publishers Protective Associ- 
ation to advise advertising agencies 
to make sure that the recording 
firms with which they do business 
have taken out the mechanic’s 


license necessary to record copy- 
righted music. 
The association, while pointing 


out that most transcription compa 
nies possess the requisite license, 
made it clear that a number of the 


late entries in the field have failed 
to obtain MPPA licenses. Along 
with the notice sent to leading agen- 
cies throughout the country went a 
listing of recording firms licensed 
by the association. 


Fairfax Appointed 
H. W. Fairfax Advertising Agency, 
Inc., New York, has been appointed 
to handle the advertising of Reade’s 
Liquiform dog soap, made by Reade 
Mfg. Company, Jersey City, N. J. 
Newspapers are to be used exclu- 
sively in the beginning and later, 
class publications. 


Willoughby Elected 


Alpha Delta Sigma, 
tising fraternity, has elected Howard 
Willoughby, Foster & Kleiser, San 
Francisco, as national president. 
Other officers include Prof. Thatcher, 
University of Washington, vice-presi- 
dent, and Prof. Billings, University 
of Southern California, secretary. 


Crowley to Gardner 
Lawrence Crowley has joined Gard- 
ner Advertising Company, St. Louis, 
as copywriter. He was formerly on 
the copywriting staff of Blackett- 


national adver- 


Kruger to “Gazette” 


Charles J. Kruger, formerly in the 
sales department of Eagle Printing 
& Binding Company, Pittsfield, Mass.. 
Berkshire Gazette, 


Pittsfield, as advertising manager. 


STOCK PHOTOS 


Thousands of ready - to - use 


illustrations, on all subjects, 
are available for your inspec- 
tion. Write, wire or phone 


KAUFMANN & FABRY CO. 
425 S. Wabash Avenue @ Chicago 
Telephone Harrison 3135 


106 West 43rd St.. NEW YORK. 
Phere Gryant 9.6662 
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WRIGLEY WIDENS “A 
NETWORK SHOW 
10 29 STATIONS gm 


ADVERTISING AGE 19 
PREPARATION BOWS 


| . 
Pathe News to Mears Uses Magazines 
Mears Advertising, Inc., New York, Charles Henry Brown & Co., New 
has been appointed to handle a cam-| York, is using July issues of the 
paigu which Pathe News has launched | Munsey combination, Street & Smith 
offering its mechanical facilities,|combination and Screen Romances 


Nelson Named 
. % . 
pe é = ; “Pia il 1 re e 
~ ll Sales Chief of 
technicians, script writers and direc-|to promote Glide-O-Matic arch rester, 
|/tors to the industrial field. Trade|its new arch-supporter. Newspapers 


NBC Blue Net 
and direct mail are being will be added in the fall. 


Establishes Awards 


2 


| papers 
New York, July 6.—A. E. Nelson, | used. 
founder and owner of Station WIBO, ~ 


_ Booklet for Glenmore | 


| 


“hice , 923 933, ¢ “ur- , “oes 7 
Chicago, from 1928 to 1933, and cut The National Federation of Press 
rently general manager of KDKA, | 


New York, July 6—Wm. Wrigley 
Jr. Company, Chicago, has_ ex- 
panded the network for its “Scatter- 
Baines” program, from five | 
CBS Pacific Coast stations to 29 sta- 
covering the mountain and 


: ; | Glenmore 
Pittsburgh, has been appointed sales | Louisville, 


manager of National Broadcasting | Facts Behind Our Human Customs,” 
Company’s Blue network. He will|a booklet tying in with the recent 
operate under Roy C. Witmer, NBC | newspaper and magazine campaign 
vice-president in charge of sales, in| for its Kentucky 
an effort to build up Blue network | Whisky. 


Distilleries Company, 


Women has 
has issued “Interesting 


established annual 
awards to be given to outstanding 
women in radio. The Federation 
will conduct a survey among women 
listeners and present certificates of 
Straight bourbon | merit at the convention next May. 


} 
ul ’ 
good 


tions 


Midwest areas. “Scattergood” is volume. cl b H soy Me f l Koppers Names Reach 
now heard five times weekly at _Mr. Nelson was manager of Sta-| ae : gente “ls ac ar ane Charles Dallas Reach Company, 
11:15 a. m., Monday through Friday, tion KOA, Denver, after WIBO had ‘Gomtiee lh oo. an University | Newark, N. J., has been named to 
with a rebroadcast at 3:30 p. m.| been forced to cease broadcasting, | ned on a aaa See wae ven gf tn handle the advertising of the sea- 
1: by reason of a Federal Communica- | P!8¢@ [HIS year IN ADVERTISING AGES | hoard division of Koppers Company, 
~~ | ti Commission ruling, and from | °222Y contest, was a guest of honor) Kearney, N. J., maker and distribu- 
Wrigley will start “The Laugh | SOS VOMIRISSIOR FUlng, Sm }at the June meeting of the Advertis- |... f ‘osine. ” Newspapers ut ioor 
near?” 2 > halt pees Denver he went to Pittsburgh where | jing Cy) ates ‘, tors of coke. Newspapers, outdoot 
Liner,” a weekly, half-hour program }ing Club of Oakland, Cal. 


He read 
he was instrumental in raising | his prize-winning essay on “How Ad. | 
KDKA to first place in national spot, | yertising Benefits the Consumer.” 


featuring Billy House, on 65 CBS 


and direct mail will be used. 
coast to coast stations, July 10. | 


It will be heard on Sunday nights 
at 6:30 p. m. Carl Hohengarten and 
his 20-piece orchestra, with Jack 
Fulton as vocalist, are also featured 


as well as local, business. ———_—_——_ | 


Donnelly Advanced 


Koller Advanced | 


Clarence C. Koller has been ap-| 
pointed sales and advertising man- 


Two Join Gussow, Kahn 

Irving R. Shlivek, formerly with 
B. Altman, New York, has joined 
Gussow, Kahn & Co., Inc., New York, 


in the series. | William T. Donnelly, of the sales | ager of the Congress Hotel, Chicago, | as merchandising and account ex- 
Eddie Dooley, sports writer of the promotion department of Spiral) succeeding Howard F. Hohl, who has|ecutive. Dorothy Stone has been 
mae nit dg : Binding Company, Inc., New York, charge of the Washington, D. C., con-|added to the merchandising and 
nee rere Sun ane editor of situa. has been appointed sales manager. He vention bureau. Mr. Koller has been | planning staff of the agency. She 
trated Football Annual, will broad-| ¢: promotional effort in behalf of | Was previously with Taylor Com-| with National Hotel Management) was formerly associated with Erwin, 
cast on football for Chesterfield | Brace, a new hair preparation now being | pany, Hammondsport, N. Y. Company since March. Wasey & Co., New York. 


cigarettes again this fall. 


The pro-| put into distribution by McKesson & = 


gram, on Thursday and Saturday | Robbins, is this counter display. Einson- 

nights at 6:30, will be heard over, Freeman Company, Long Island City, | « LIFE | 

%) or more NBC Red and Blue lithographed the two-step unit. ‘We run more space in [Rla3 than 
stations for 13 weeks’ beginning 

Sept. 22. Newell-Emmett Company, | from 12 to 12:30 a. m. Colgate- any other magazine on our list. That 
Inc., New York, is the agency. 'Palmolive-Peet Company, Jersey 


City, N. J., is sponsoring this pro- shows how we rank it.” 
gram on behalf of Palmolive Shave 
Cream and Brushless Shave. Benton 
& Bowles, Inc., New York, has the 
account. 


“First Nighter,’ a dramatic series 


Dick Tracy Returns 


GEORGE MORRISON 
Advertising Manager 
INTERNATIONAL SILVER COMPANY 


Dick Tracy, detective adventure | 
serial based on Chicago Tribune car- 
toon strip character, will return to 
NBC Red network Sept. 26 under the | 
sponsorship of Quaker Oats Com-| sponsored by Campana Sales Com- 
pany, Chicago. Contract is for 26) pany, Batavia, Ill, starts a year’s run 
weeks and was placed through Sher-|over CBS Sept. 2. It will be heard 
man K. Ellis & Co., New York. |\from 8 to 8:30 p. m. Friday even- 

Contract for “Goodwill Hour” has| ings on behalf of Italian Balm, Dre- 
been renewed by Ironized Yeast) skin, Coolies, and D.D.D. Aubrey. 
Company, Inc., Atlanta, Ga., for four| Moore & Wallace, Chicago, is the 
years, effective with the July 24) agency in charge. 
broadcast. The program is heard Carson Robison and his Buckaroos 
over WMCA and the Inter-City net-| will be heard over NBC Blue net- 


work as well as WOR, CKLW and: work with the Musterole Company. 
WGN, with the former group carry-|Cleveland, as_ sponsor,  begin- 
ing the shows from 10 to 11 p. m. 14 ing Oct. 10. The program will be 
weekly, while MBS stations carry broadcast each Monday from 8 to 
the shows from 10 to 10:30 p. m.|8:30 p. m. with a_ rebroadcast 
Ruthrauff & Ryan, Inec., New York,| through recordings over WLW each 


handles the account. 

Kraft-Phenix Cheese Corporation, 
Chicago, has renewed the Bing Cros- 
by-Bob Burns shows for another 52 
weeks, effective July 28. The pro- pany, New York, in the interests of 
gram is heard over NBC Red net-| Vaseline, will resume its CBS series, 
work on Thursdays from 10 to 11. | “Dr. Christian,” on Tuesday, Oct. 18. 

When “Gang Busters” returns to; The series will again feature Jean 
the air Aug. 7, it will be heard) Hersholt and will be heard from 
over CBS on Wednesdays from 8/10 to 10:30 p. m. MeCann-Erick- 

with a rebroadcast | son, Inc., New York, is the agency. 


'Tuesda y from 8:30 to 9 p. m. 
Erwin, Wasey & Co., Inc., New York, 
has the account. 

Chesebrough Manufacturing Com- 


to 8:30 p. m., 


52,042 ACTIVE PLANT OPERATING 
MEN HAVE REQUESTED REGULAR 
RECEIPT OF IEN BECAUSE OF ITS 
EXCLUSIVE AND SPECIALIZED SET-UP | 
AS THE SPOT TO LOOK FOR THEIR 
CURRENT AND THEIR FUTURE NEEDS. 


This is one of a series of adver- 7 
tisements reporting opinions of 
some of the 1938 LIFE advertisers 4 
who are responsible for the adver- 


tising progress shown below. 


y, 
INDUSTRIAL EQUIPMENT KEWS | 
Member : = — san ee : Started | % 
— , x May, 1933 
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A background for advertisers that is in demand today ——— | 
8nG unique because it produces active, traceable adver- 
‘ising results yet costs only $79 to $85 an issue . . . Proof? 


. more than 300 advertisers in the July issue... Write 


‘1,518,400 
tor the "IEN Plan". *3,047,200 
'HOMAS PUBLISHING CO., 46! Eighth Ave., New York City | 
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NOT ON 
LONG ISLAND! 


But there is plenty of Long Green. Sales are 
up in “A” Market U.S. A. Local merchants 
will tell you: Long Islanders have money... 
money to buy... to buy today! ("A” Market 
is first in per capita buying power... first in 
income returns in the country.) Merchants, 
too, will tell you where to tell them to sell 
them... tell you to advertise in The Nassau 
Daily Review-Star. 


In a single recent issue of the Review-Star 
local merchants placed more than 100 
individual display advertisements. Do they 
depend upon it? They know their... 


THE 


NASSAU 


REVIEW 
STAR 


Standard Rate & Data Listing: Hempstead 
Lynbrook. 


Freeport 
Executive Offices: Rockville Center, N.Y. 


Getting Personal 


John A. Zellers, v.p. at Remington Rand, Inc., is post-carding his 
friends from Berlin. He plans to prolong his stay in Germany for 
several more weeks, directing R-R’s activities in that country. . 


George W. Merck, pres., Merck & Co., manufacturing chemist, 
Rahway, N. J., received an honorary degree of doctor of pharmacy, at 
recent 116th annual commencement of Philadelphia College of Phar- 
macy and Science. Award was for his “contributions in the manufac- 
ture of improved medicinal agents for the preservation of public 
health.” Virginia Gates, publicity chief, Lennen & Mitchell, Inc., 
N. Y., entertains her visitors with the antics of her French poodle. . . 


Merrill Sands, pres., Dictaphone Sales Corporation, is busy these 
days helping to promote the Seventh International Management Con- 
gress, scheduled for Washington, Sept. 19-23. L. C. Stowell, v.p., 
Underwood Elliot Fisher Company, is chairman of the session on dis- 
tribution problems. . . 


Howard Ketcham, head of the color and design engineering firm 
of that name, is engaged to Mrs. Lois Barrett Edmonston, Park Avenue 
Junior Leaguer. . . M. L. Annenberg, publisher, Philadelphia Inquirer, 
is back at his desk after a month’s vacation at his Wyoming ranch... 
S. E. Thomason, publisher, Chicago Times, discussed “Can America’s 
Press Be Free?” over NBC’s Univ. of Chicago Round Table July 3... 


Could it be that this column put the hex on “Foghorn” Gene Flack, 
trade relations counsel, Loose-Wiles Biscuit Company, described here 
three weeks back as the man whose voice “should have been given to 
six train announcers?” At any rate, his associate, Bob Larkin, received 
a wire from Topeka, requesting that Flack’s speaking engagements be 
canceled, since his tonsils have revolted and doctors have advised a 
voice rest for the summer! ... 


Robt. M. Cavanaugh, du Pont research man, was married last week 
to Mary Newberry Hooker, daughter of Richard Hooker, publisher of 
the Springfield Republican. James B. McConnell, asst. to v.p. in 
charge of sales at NBC, hopes he is through passing out cigars follow- 
ing the birth of his first, James Jr... 


Henry T. Ewald, pres., Campbell-Ewald Company, has been elected 
a director of the Detroit Symphony Society. . . H. Ledyard Towle, dir. 
of ady., Pittsburgh Plate Glass Company, has been appointed associate 
designer for Pennsylvania buildings and exhibits at the N. Y. World’s 
Pet... 


Lenox R. Lohr, pres., NBC, and Owen D. Young, pres., General 
Electric Company, participated in dedication ceremonies at WGY, 
Schenectady, July 9... 


Newest addition to Chicago's population is T. Roy Staunton, son 
of Mr. and Mrs. LeRoy Staunton (a. m., Celotex Corporation). . . Mr. 
and Mrs. Charlie Thorn (Eastern rep. for McCall's) have increased New 
York’s population by introducing young Charlie. . . 


Jim Mangan, director of advertising and merchandising for Mills 
Novelty Company, Chicago, is spending his spare time this summer 
writing a book called “The Design Technique in Advertising.” . . Joe 
M. Dawson, president of Tracy-Locke-Dawson, New York, delivered the 
main address at the 30th birthday of the Dallas Advertising League. . . 


This is the fifth European trip for Arthur Hirose, research director 
otf McCall Corporation, New York. He sailed July 2 with Mrs. Hirose 
and their daughter for a vacation in France, Switzerland and Italy... 
Roger W. Clipp, b. m., WFIL, Philadelphia, is off on an ocean cruise, 
his first relaxation in two years. His cohort, Chief Engineer Frank V. 
Becker, is baiting hooks off Fire Island, Conn. . . 


Terrill B. Marsh, of Terrill Belknap Marsh Associates, New York, 
has returned from a two months’ trip to Europe where he studied 
recent developments in foreign merchandising and advertising. . . 


Mary Emo has resigned as a. m. of the Hornell Tribune and direc- 
tor of the advertising dept. of the New York State Publishers’ Asso- 
ciation to marry Stanton H. La Paugh, of Syracuse. . . Bill McElroy, 
merchandise service manager of the Boston Daily Record and Evening 
imerican, walked down the aisle late in June. .. Gordon Tuthill, a. m., 
Globe Phone Mfg. Corporation, New York, and Madeline Jackson, New 
York, are one... 


Louis W. Monro, New England manager, Doremus & Co., Boston, 
is president of the Harvard Business School Alumni Association. 
William B. Stone, v. p., Potts-Turnbull Advertising Company, Kansas 
City, was recommended by the Missouri Democrat party leader for one 
of the $12,000 jobs on the civic aeronautic authority created recently 
by Congress to regulate the aviation industry. . . 


Barron Collier, pres., Street Railways Adv. Company, and Victor F. 
Ritter, publisher, New Yorker Staats Zeitung, were re-elected to the 
Boy Scout board Capt. W. H. Fawcett, magazine maestro, had Shir- 
ley Temple for his guest at his Pequot, Minn., lodge. . . 


Charles H. Grakelow, head of Philadelphia’s Poor Richard Club, is 
making a speaking tour to the West Coast in the interests of the na- 
tional convention of the Florists Telegraph Delivery Association which 
will be held in Portland, Ore., in the fall. . Mrs. Ethel Colwell, of 
Canadian Facts Regd., was awarded the Stoakley trophy for winning 
the annual golf tournament of the Toronto Women’s Advertising Club 
Margaret Brown, Varketing, was runner-up. . . 


Emmons Carlson, s.p.m., NBC Central division, Chicago, is heading 
tor a ranch near Monterey, Mexico, for his vacation. .. Earl May, pres- 
ident of KMA, Shenandoah, Ia., is spending a ten day vacation at his 
summer home in Mercer, Wis. .. L. B. Ieely, head of Wilson Sporting 
Goods Company, Chicago, gave Ralph Guldahl, golf champ, his start 
Louis E. Golan, v. p.. Schenley Products Company, has been named to 
the Chicago Park Board by Mayor Edward J. Kelly. . 


Bennett Chapple, v. p.. American Rolling Mill Company, gave mem- 
bers of the Columbus Advertising Club something to talk about recently 
when he reversed the usual procedure and spoke before the luncheon was 
served . Ellis Loveless, assistant b. m., Norfolk Ledger-Dispatch, has 
retired as district Clubs in Virginia, having 
pleted a year in the 


governor of Lions 


office 


com- 


William H. Scott, of Scott Direct Advertising, is busy completing 
plans for the 13th annual summer dinner dance of the Greater Buffalo 
Advertising Club to be held July 12 in the Buffalo Trap and Field 
Club... Sam K. Smith, head of Sam K. Smith & Associates Pittsburgh, 
is chairman of the Western Pennsylvania membership committee of 
the National Small Business Men's Associetion. . . 


xt 
vs] 


‘house of 
| passed an 


a 


HEADS FRATERNITY _ 


Clarence A. Kelso, 
Brooke, Smith & French, Inc., export ad- 
vertising and merchandising department, 
has been elected national secretary of 
Delta Phi Epsilon, fraternity of college 
trained men engaged in export work. 


manager of the 


| Phillipsdale, R. L., 


Louisiana May 


Use $100,000 


for Promotion 


New Orleans, July 5.—The state 
representatives last week 
administration measure 
appropriating $100,000 to be used by 
Gov. Richard W. Leche in advertis- 
ing the advantages and resources of 
the state of Louisiana. Upon passage 
by the house, the measure was sent 
to senate for approval. 

The projected appropriation is sub- 
stantially the same amount as was 


set aside for 1936 promotion. Half 
of this sum, it was recalled here, was 
spent through Carl Byoir & Asso- 


ciates, New York, with most of the 
budget being devoted to publicity 
rather than paid advertising. This 
contract, expiring Jan. 31, was not 
renewed due to lack of funds. 

The state department of industry 
and commerce, headed by A. B. Pat- 
terson, president of the New Orleans 
Public Service Company, will admin- 
ister the appropriation in the future 
if approved. It is not known whether 
an agency will be appointed. 

Another bill under current consid- 
eration calls for establishment of a 
state tourist bureau to operate in 
conjunction with the department of 
industry and commerce. 


Dudrap Adds Duties 
Charles W. Dudrap, Fawcett Pub- 
lications advertising staff, has been 
appointed Southern representative 
for Fawcett Women’s Group. In ad- 
dition to his new duties, he will con- 
tinue to handle his Eastern territory, 


}continuing his headquarters in New 


York. 


Gets Fram Oil Account 


Fleming Manufacturing Company, 
has appointed 
Larcher-Horton Company,  Provi- 
dence, to direct the advertising of 
Fram oil and motor cleaners. 


SIXTY NINE 
YEARS YOUNG! 


For sixty-nine years The 
Screnton Times has been 
growing up with North- 
eastern Pennsylvania. To- 
day this section consti- | 
tutes one of the richest of 
industrial markets. and 
The Scranton Times, with 


the three great wire serv- 
ices AP, UP, and INS. 

goes into 54,412 (ABC) 
Lackawanna County 
homes. 


The Scranton Times 


Established 1869 
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INNUAL BEAUTY 
SURVEY SHOWS 
BRAND SWITCHES 


Stores Traced 


New York, July 5 
ten-cent store was voted the most 
popular retail outlet for cosmetics 


and toilet goods in the eighth “Sur- 
yey of Beauty,” results of which 
were announced today by Modern 


Magazines. Although little change 


| was first, 
| Factor third, and Woodbury fourth. 


| 


The five-and- | 


was noted in buying habits as com- | 


pared with last year, the relative 


popularity of individual brands was | “ 
found to be very different in many | 


|in the other two groups. 


instances. 
Of 52 items covered in the study, | 
face powder was the most com- 


monly used. It was included in 96.1 
per cent of the replies to the survey 
questionnaire. Next in line was soap 


used, for bath, by 94.9 per cent and | 


for face and hands, by 93.8 per cent. 
Lipstick was used by 89.3 per 
cent; cleansing, all-purpose and cold 
cream by 88.8 per cent. At the other 
end of the popularity scale 
waveset powder with a percentage 
of only 6.6 in use, and acne‘ remedy, 
per cent. 


b.S 


Undeveloped Fields Shown 


Marketing opportunities were in- 
cated in the case of bath salts and 


ai 


water softeners, in use by only 43.2) 


cent of those hair 
20.3 
19 per 


cent; 


replying; 
per cent; sunburn rem- 
cent; toilet water, 30.9 
vanishing cream, 50.7 per 


per 
tonic, 
edy, 
pel 

cet 
five-and-ten-cent 


Buyers indicated 


| among 


| gen’s for 


stores as their source of supply to, 


the extent of 43.6 per cent. Drug 
stores got the call from 33.9 per 
cent, department stores from 12.3 


per cent, and miscellaneous sources 
from 10.2 per cent. A decline in 
preference was shown in all 


cases | 


except the last, compared with 1937. | 


Five-and-ten’'s were particularly 
strong in the sale of such items as 
k~obby pins, combs, curlers and pow- 
dev puffs. Drug stores were in top 
tank for such items as eye wash, 
tuce powder, hair tonic, mouth wash, 
perfume, tooth brushes, tooth paste 
and tooth powder. 


Woodbury Regains Position 


studying 
this vear’s 
time 


brand preferences, 
report includes for the 
a breakdown by income- 
and city-sizes. In the field 

astringent creams or _ lotions, 
odbury this year recaptured first 
place, which it held in 1936 and lost 


ret 


sroups 


ist vear to Dreskin and Max Fac- 
10 Pond’s was second and Dres- 
third. In two of three weekly 


groups, under $40, and $40 


THEY COME BACK FOR MORE 


US-ERIE POSTERS 


ot 


Te. 


EPE (T business 

that’s the test! Many 
Xperienced 
have used 


posters before. 


advertisers 
“U S-ERIE” 
. . They 


using them again... . 


( “your ° 
onvineing evidence that 


‘LS-ERIE” posters do a 
Hrofitable selling job. 


\ hate er 


your poster 


Problem, we can solve it. 


The UNITED STATES 
PRINTING and 
LITHOGRAPH COMPANY and DIVISIONS 


ANY and 
NOME OFFICE 325 BEECH STREET. CINCINNATI. OHI0 


|come 


was | 


| among 


but in 
Dreskin 
Pond’s second, Max 


to $60, Woodbury was first; 
the top group, $60 and over, 
with 


In two of the groups by city sizes, 
100,000 and over, ahd 2,500 to 100,- 
000, Woodbury held first position | 
but in the third group, under 2,500, | 
Pond's was first, with Elmo and Dor- | 
othy Gray tied for second. 

In bath salts and softeners Linit 
was first in popularity, with Batha-| 
sweet second and Yardley third. In 
the top income group, however, the | 


order was reversed, with Yardley | 
first, Bathsweet second and Linit | 
third. Bathasweet was tops in the | 


middle sized cities, 2,500 to 100,000, | 
with Linit second. 

Edna Wallace Hopper was first in 
blackhead remedies, with Lavena 
second. This ranking held through | 
all income groups but the Edna Wal- | 
lace Hopper preference was all in 
the larger cities. Lavena was ahead 


Golden Peacock was tops in bleach | 
freckle cream with a lead over 
second-place Stillman’s in each in- 
come and city-size group. Fitch | 
held its first place rank in brillian- | 
tine all across the board, except in 
the cities under 2,500, where second 
place Wildroot got the call. 


Lady Esther Ahead of Pond’s 


Lady Esther just nosed out Pond's 
in cleansing, all-purpose or cold 
cream, its strength coming in cities | 
from 2,500 to 100,000, and in the | 
two upper income groups. Pond’s 
was first in the lowest income group 
and in the largest and smallest ci- 
ties. Kleenex was far in front) 
cleansing tissues, through- 

breakdown, as was Cutex 

cuticle softeners; Mum | 
deodorants; Maybelline | 
eyebrow pencils; Vaseline | 
eyelash growers; Maybelline | 
eye shadows; Murine for eye | 
Lady Esther for face pow: | 
Pacquin for hand cream; Jer- 
hand lotion; Tangee for 
lipstick; Maybelline for mascara; 
Listerine for mouth wash; Cutex for 
nail polish; Evening in Paris among | 
perfumes; Tangee for rouge; Drene | 
for shampoo; Lifebuoy for bath 
soap; Lux for face and hand soap; | 
Dr. West among tooth brushes; Dr. 
Lyon’s for tooth powder; Pond’s for 
vanishing or foundation cream; and | 
Wildroot for waveset lotion and | 
powder. 


out the 
among 
among 
among 


among 
wash; 
der; 


Women Like Zip 


Zip was well ahead among the de- 
pilatories, although Neet, in second 
place, nosed it out in the highest in- 
group. Nestle hair lotion 


| scored first in all sizes of cities, and 


| gave it 


in the lowest income group which | 
a commanding general lead 
second place Lovalon, but the 
latter was first in the two higher in- 
come groups. 

The standing was closer in nour- 
ishing creams, but Pond’s nosed out 
Woodbury all along the line. The pic- | 
ture was almost the same in powder 
bases, Pond’s running first except in 
the highest income bracket where 
Woodbury got the call. Unguentine 
was far ahead of Noxzema in the 
field of sunburn remedies; but in | 
sunburn preventives, Noxzema nosed 
out Unguentine by assuming a com- 
manding lead in the highest income 
bracket and in the largest cities. In | 
the middle income group the two 
products were close, with Noxzema 
ahead, but in the lowest Unguentine 
was well in the lead, as it wasin the 


over 


i smaller cities. 


| agency for Tauber-Tube 


Another close race was revealed 
among the talcum powders, with | 
Mavis ranked first, Cashmere Bou- | 
quet second, and April Showers 


third. The Mavis lead was uniform | 
except in the smallest cities, where | 


Cashmere Bouquet got the call, with | 


April Showers’ second. Another 
close race was in the tooth paste 
area, with Colgate high, and Ipana | 


second 


Jack Sloves on Own 

Following his resignation as vice- 
president in charge of sales for Spiral ! 
Binding Company, New York, Jack 
Sloves has organized Sloves Mechan- 
ical Binding Company. with plant at 
225 Varick street, New York The 
firm has been appointed exclusive 
a new plas- 

tic binding available in seven colors. 
Facilities will also include produc- 
tion of Parallex, a coil-type binding, | 
and Slide-Binder, a loose-leaf device. | 


The 

across the seas to Japan and lets this 

Geisha girl wear a headgear featuring 
Schenley's famous ‘Mark of Merit.” 


long arm of promotion reaches 


ence 


Insurance Men Set Date | 
| 
The Insurance Advertising Confer- 


advertising 


| executive. 
has selected Oyster Harbors the absorption of the special events 
Club, Osterville, Cape Cod, Mass., as! department by the publicity depart-|M. Byllesby & Co., Chicago, has been 
the setting for its 1938 convention,| ment to be headed by Leon 
Sept. 12-13. 


Ist 1938 Loss 


New York, July 6.—Rotogravure 
linage in May totaled 
1,053,243, a drop of 211,511 lines or 


in comparative totals this 


year, Kimberly-Clark Corporation re- 
ported today. 


Local rotogravure fared better than 


national, totaling 462,476 lines, a de- 
crease of but 4,536 lines or 0.9 per 
cent from last year’s total of 467,012. 
National rotogravure totaled 590,767 
lines, a drep of 206,975 lines or 25.9 
per cent from the May, 1937, total of | 
797,742. 

Of the total rotogravure linage for | 


May, 918,379 lines were monotone 


and 134,864, color roto. 


WMCA Shifts Fishell 


Dick Fishell, special events direc- 
tor of WMCA, has been appointed 
to the sales department as account 
The change provides for 


yold- 


stein, director of press relations. 


—_— 
—— 


- 


CIRCULATION 

of American Cotton Grower 
SOUTHERN EDITION 

Alabama. « © «© « « 

Arkansas. . . . . « 25,390 

Georgia .. =. . « « 23,535 

Lowisiama ... . 


Mississippi . + $3,532 
Missouri : e 1,232 
North Carolina eee 338 
South Carolina » « 13,942 
Tenmessee . . . «. « 6,873 
Miscellaneous (Fla., Ky., 

Va., etc.) ewer 
We a's e . Ee 
SOUTHWESTERN EDITION 
Avigem@® .« «© 2 «© 48 
California... - 1,472 
New Mexico... . « 585 
Oklahoma ... . . 9,395 
Texas «ee « « « Guu 


Total © © «© «© « « $8,037 


COMPLETE EDITION 
SOUTHERN —— or 
SOUTHWESTERN .. 
TOTm. «2 so ss ee 


| display. 
| sent out to cooperating stores every 


To Make Credit Survey 


Research on ten phases of credit 
store operations will be undertaken 
by Paramount Credit Store Service, 
a non-profit-making enterprise of B. 
|& M. Levine, Inc., New York, credit 
| store buyer. Monthly question- 
naires will cover merchandising, 
mark-up, advertising, sales promo- 

credits and collections, premi- 


| tion, 
ums, personnel, control records, ex- 


16.7 per cent from the May, 1937, to-|Pemse control and store and window 


/tal of 1,264,754, experiencing the first 
| decline 


Analysis of replies will be 


month. 


Zatkin Joins Salzman 


Nathan Zatkin, formerly head of 
Allied Publicity Service, subsidiary 


of L. C. Gumbinner agency, New 
York, has been named associate pub- 
| lic relations counsel for H. A. Salz- 
| man, Ine., New York. 
| Agency for Lange 

The Lange Aviation Company, Mil- 
waukee, has appointed Rickerd, Mul- 
berger & Hicks, Inc., Milwaukee, to 
direct its advertising. H. C. Mul- 
berger is account executive. 


Hunter Promoted 


W. F. Hunter, formerly head of 
the municipal bond department of H. 


|appointed advertising and publicity 
| manager, a newly created position. 


WITHIN the next few weeks, as provided by the Agricul- 


tural Adjustment Act of 1937, checks for the $130,000,000 
acreage reduction subsidy payments to COTTON FARM- 


ERS will begin to be mailed . .. With the harvest of the 
1938 cotton crop now getting under way, and this addi- 


buying power that should 
with something to sell to 


tional money flowing into the hands of the producers of 
the nation's greatest cash crop—here will be real, tangible 


interest every alert advertiser 
farmers—for farm or family. 


The American Cotton Grower, the recognized national 


magazine for cotton producers, offers advertisers a direct 
medium for reaching the largest single, organized group 


This 


of Cotton Farmers. 


mum total paid circulation 


NATIONAL ADVERTISING 
REPRESENTATIVES 


NEW YORK John H. Conway 
CHICAGO . J.C. Billingslea Co. 
KANSAS CITY J. J. Farrell 


advertisers. Wire or 


Daneenieniens 


magazine—published monthly, 


for cotton farmers, exclusively—has a guaranteed mini- 


of 206,000 in homes of better- 


class cotton growers, practically all of whom are members 
of the various state and regional cotton marketing organi- 
zations which operate through the American Cotton Co- 
operative Association; and, who are definitely above 
average in progressiveness and in purchasing power. 


To reap a share of this big harvest of cotton cash—with- 
out buying any waste circulation—Advertisers should in- 
clude the American Cotton Grower in their schedules. 
Special facilities and merchandising services offered 


write for full information. 
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LIQUOR INDEX — 


| 


MAY SPOT FAIR 


TRADE EFFECTS 
Nielsen to Gull Data from 
18,000 Outlets | 

| 


Chicago, July 7.—The effect of fair 


trade laws upon sales of packaged 
liquor is expected to be one of the 
most significant revelations of the} 
new Liquor Index of A. C. Misleon | 


Company, the first issue of which is| 
scheduled for release to its clients | 
about Aug. 15, it was predicted here 
today. 

It is believed that this study, cov- | 
ering retail sales of packaged liquor | 
in all of the private licensing states 
except Georgia, will be one of the 
most comprehensive yet issued in the 
field, and while its results will be con- | 
fidential to Nielsen clients, they are 
expected to have an influential bear- 
ing upon future advertising and mar- 
keting plans in the entire liquor field. 

The liquor index, like the Nielsen 
food and drug surveys, is to be con- 
tinuous, with reports issued to clients | 
every 60 days, according to James O. 
Peckham, executive vice-president. 
The first report will cover sales dur- 
ing May and June in the stores sur- 
veyed and will represent culmination 
of the preliminary work begun in Oc- 
tober. 

In selecting its sample, Nielsen fol- | 


UNUSUAL COVERAGE 


a ‘ Tia This Png OO RE he 
PRACTICAL BUILDER 
A Soarmal Devotod to the for ar fey of Butiding Cont roxter 


We SCALE LDW-casT 
ents PUNED 


Povment + Pi Cae i taetente se Me Eastern Builder Features | 
oan ae Standard Material mn Hows 
1. s a Bene 8 


| 


| 
| 
| 


| 


| 
PRACTICAL BUILDER'S 70,000 building | 
contractor readers provide manufacturers | 
most direct method of contact at lowest | 
cost with largest bona fide list. (Adver- 
tisement.) 


|of business 


jand 


PLAN "CITY 


Executives of Consolidated 


tectural arts. Clarence L. 
assistant vice-president. In 


OF LIGHT" FOR 1939 WORLD'S FAIR IN NEW YORK 


—— 


Edison Company, New York, discuss daring diorama combining musical, dramatic and archi- 
Law, assistant to the vice-chairman of the board, is standing. At his right is Henry Obermeyer, 
the foreground is Harold S. Sutton, assistant to the chairman. 


Others, left to right, J. Andre 


Fouilhoux, architect; A. W. Stark, engineer; Ray Martin, art director, advertising department, and Martin Dodge. At 
Mr. Law's left is Walter Dorwin Teague, designer of the project. 


lowed a technique similar to that used 


in setting up those for the food and 
drug studies, tabulating information 
from 18,000 package liquor stores and 
aligning this with the Nielsen census 
of distribution. 

The information from the 18,000 
outlets, some of it obtained directly 
and some through licensing bureaus 
in various states, covered such de- 
tails as gross volume of business dur- 
ing 1936 and 1937; type of store, kind 
retail or wholesale; lo- 
cation in the city, and the income 
group of its customers where location 
of the store made the latter classifica- 


ition possible. 


750 Stores in Sample 


From this initial survey a sample 
was selected which includes 750 
stores in 400 cities. This group in- 
cludes exclusive package liquor 
stores; stores selling liquor by the 
drink but also handling a substantial 
volume of package sales, and food 
drug stores handling package 
liquor. Four population groups are 
covered in the 400 cities; over 1,000,- 
000; 100,000 to 1,000,000; 10,000 to 
100,000 and under 10,000. 

The first step in compiling the in- 
dex, Mr. Peckham explained, involves 
a complete inventory of each store 
in the sample as to type of liquor, 
by brand and by size. Sixty days 


| later this is followed by a similar in- 


ventory including a 
chases and invoices 
previous call. 

The following types of liquor are 
being audited at present: bourbon 
whiskies under four years old, rye 
whiskies under four years, blends of 


check on 
made since 


pur- 
the 


all whisky, high and low priced | cities for the special use of its clients 
blends of whisky with spirits, Amer: |and that even more detailed surveys 
ican bonded whisky, Scotch whisky, 

Canadian whisky, and two groups of termine the effectiveness of new copy 
domestic gins—over 90 proof and 89/)appeals and other 
proof and under. | ventures. 


Detailed Study on 119 Brands | 


merchandising 


Present users of the liquor 
include Hiram Walker, Inc., 
The tabulations cover all brands| sybsidiaries, Gooderham & 
whether national or private, but seg-| Ltd., and James Barclay & Co., Ltd; 
regate for detailed study all sizes of| Seagram Distillers Corporation and 
119 leading brands. A complete list | jts 


index 
and its 


subsidiaries, Calvert Distillers 
of data taken from each store in-| Corporation and Carstairs Bros. Dis- 
cludes: tilling Company. 
1. Sales to consumers. 
2. Purchases by retailers. 
3. Retail inventories. 
4. Stock-turn. 
5. Distribution. 
6. Prices. 
7. Retail gross profit. 
8. Average order size. 
9. Dealer push, through 
and the like. 


Beck Campaign 
_ Announces Cut 
in Shoe Prices 


displays 


New York, July 6.—A. S. Beck 
10. Total sales. le Recieitotacaiil 
Sal will al a ' Shoe Corporation has announced 
Sales will also be broken down by , fp , 
. * |price reductions on both men’s and 


store types, city sizes; income classes, 
seasonal characteristics, effects of | 
changes in copy appeals; effects of | 
increase or decrease in cooperative 
advertising and the effect of a shift 
from a dying copy appeal. Studies | 
will also point out whether there is 
a need for a product change, a new 
product or addition of a lower priced 


women’s shoes, with the new low 
prices to be featured in 600-line 
newspaper insertions beginning this 
week in 61 papers in 40 major cities. 

The company announced that the 
reductions and current promotion to 
move merchandise were inspired by 
a desire to keep 2,500 factory em- 
ployes working on a full time basis, 


brand. despite a poor spring season. Pet- 
The report will show whether the tingell and Fenton, Inc.. is the Beck 

retailer has, during the 60-day pe- agency, 

riod, made use of window displays | oat ; 

or inside advertising and special | ° 

sales, plus information as to sri Promotes Refractolite 

tion of the latter. | A national advertising campaign 
Mr. Peckham also said that the| “directed at city, county, and -state 


highway engineers is now being pre- 
| pared by Highway Safety Products 
| Corporation, New York, to popularize 


company had selected eight test 


BECAUSE THE ADVERTISING AGE 
INDEX SHOWS 
THEY'RE BETTER ("Sy 
THAN NORMAL 


| a new, patented substance to make 
road markings and safety signs more 
| easily visible for night driving. The 
new process, called “Refractolite,” has 
been marketed for only five months, 
but is already in use in 37 states. In- 
itial advertising is being planned by 
Gardner-Rothschild, Inc., New York, 
with Alvin Gardner as account execu- 
tive. 


McAllister Advanced 


W. A. McAllister, who has been di- 
recting activities of Canada Dry Gin- 
ger Ale, Inc., in the New York insti- 
tutional trade, has been appointed to 
supervise sales activities for the com- 
pany in hotels, clubs and restaurants 
throughout the country. He will have 
his headquarters in the home office of 
the company at 100 E. 42nd 
New York. 


street, 


Collier Appointed 
and servicing of advertising 
space in cars and on dashes of New 


Sale 


Jersey transportation systems, for 
merly handled by Jersey Railways 
Advertising Company, is now being 


handled by Barron G. Collier, Ine 


Hopkins Has New Post 
Russell H 


Hopkins, formerly with 
Irving-Cloud 


Publishing Company. 


Chicago, has joined Beer Distributor 
Publishing Company, Chicago in 
charge of promotion. 
’ 
‘ 


would be made in these cities to de-! 


ee 


HOTEL ANALYSI 


IN TOTAL SALES 


| New York, July 5.—The close 
alignment of hotel occupancy and 
business activity indices, as well as 
ithe sales results of increased hote] 
| advertising budgets during 1937, was 
presented today in a survey released 
by Harris, Kerr, Forster & Co., ac. 
countants, on “Trends in the Hote] 
Business.” 

The survey includes charts on gen- 
eral indices from 1929 to 1937 and a 
specific breakdown of expenditures 
and sales for 244 hotels of all sizes 
in 100 cities during 1937 and 1936, 
This group increased advertising ex- 
'penses 4.47 per cent for a 7.25 per 
| cent gain in total sales in 1937. 
| Hotel activity, measured by room 
occupancy, showed an increase in 
| 1937 of 1.86 per cent over 1936, main- 
taining a trend above that of other 
|general business. It has remained 
|several points above the general 
'business index since 1929, although 
in 1937 both hotel room occupancy 
jand general business activity were 
‘about six points below the 1929 level. 
The 244 hotels included in the two- 
|year study spent $6,045,700 for adver- 
tising and business promotion dur- 
|ing 1957, an increase of 4.47 per cent 


Worts, | 


over the $5,787,200 spent by these 
hotels in 1936. 
Room Income Up 8.08% 


| Reflecting this increase in promo- 
'tional expense is a gain of 7.25 per 
‘cent scored by the hotels in total 
isales and income, with the group 
‘total being increased from $161,707,- 
| 100 to $173,425,700. An 8.08 per cent 
|gain in room income and a 7.11 per 
lcent gain in food and beverage re- 
ceipts are the largest factors included 
‘in the total sales rise. Profit totals, 
|taken before deduction of other cap- 
ital expense, increased 3.39 per cent 
|for the group. 
| A separate chart for these 244 
hotels and six others during 1937 
| Shows that advertising and business 
| promotion expense for the group was 
per cent of total sales and in- 
| come. 
| While 
| between 


- 
3.57 
| 


there 
hotel 


is a close alignment 
occupancy and _ busi- 
|ness activity indices, hotel room 
rates have not followed a similar 
|trend in connection with commodity 
iprices. From 1929 to 1933, room 
/rates, although declining, maintained 
javerages considerably above those 
|for commodity prices. In 1933 this 
situation was reversed and in subse- 
quent years the level of commodity 
prices has risen considerably faster 
{than that for room rates. 

The hotels which spent 3.57 per 
/cent of total income for advertising 
included 109,345 available rooms 
jrenting at an average rate of $3.15 
|per day. During 1937 the percentage 
|of occupancy for the group was 65.04. 
For the 244 of this group for which 
|two-year figures are available, the 


4.47 per cent increase in advertising 
and business promotion expense is 


shown to be substantially less than 
increases in most other expenses. 
Administrative and general expenses 
increased 14.48 per cent, for example, 
and repairs and maintenance, 10.28 
per cent, 

Of the 244 hotels in the group, 183 
were those of less than 500 rooms, 
while 53 had from 500 to 1,500 and 
eight over 1,500 rooms. 


Announces Charge 

The United States Printing & Lith- 
ograph Company, Cincinnati, has an- 
nounced a charge of $1.50 per name 
investigated by its Trade Mark Bu- 
reau. The step is being taken be- 
cause of the increase in the volume of 
work done by the Bureau. 


252 EAST 43rd STREET, NEW YORK 


SHOWS ’37 GAIN | 
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rent of the Advertising Association of NEW FILM STAR Ad Ch Boston Conference on 
Australia, also emphasized the tre- aracter ° ° ° 

HAIL POTENCY mendous influence of advertising j Distribution Sets Dates 


upon peoples. 

“Slowly, surely and continuously,” 
Mr. Hill said, “advertising is effect- 
ing changes, not only in the distri- 
bution and sale of merchandise, but 
also exercising its power to popu- 
larize new methods and standards of 
living, with accompanying increased 
comfort and benefit to the masses.” 

Speaking at the display session, 
Norman Bower, advertising and pub- 
licity consultant, criticized “the 
Americanization” of British news- 
papers, from the advertiser’s view- 
point. 


| OF ADVERTISING 
AS PEACE FORCE 


(Continued from Page 17) 

The advertising market place re- 
squids With claims and _ counter- 
-laims, but out of the clamor arises 
an ever-increasing volume of reliable 
information. Most people today owe 
least some understanding of food 
values, of hygiene, of insurance and 
4 host of practical subjects to facts 
cleaned from advertisements, 


at 


Americanization Decried 


“The Americanization of advertis- 
ing in this country,” he asserted, 
“with its heavy banners and sensa- 
tional make-up, has not improved the 
advertiser’s chance of getting a fair 
hearing, in spite of the increased 
contributions he is forced to make to 
the publisher’s well being. There 
fore, for some years past, advertisers 
have been more than ever ready to 
consider the merits of other forms of 
advertising and there are certainly 
some excellent ones available.” 


Cites Prosperity Force 


fhis public habit of looking to 
and yuying from advertisements has 
4 cumulative value of immense im- | 
portance in increasing the prosperity 
f any nation. It creates a readiness 
to investigate and try new goods. 
Invention is stimulated, enterprise 
rewarded. And even more important, 
advertising, by constantly encourag- 
ing demand, is a vital factor in keep- 


, é resident of the 
ing employment at the highest pos- Paul Baratle, president of 
. Paris Publicity Club, addressing the 
| sible level. It can do this only be- ‘ she : sca : 
3 se it has given the public confi- publishers’ representatives’ session, 
. on 7 advocated that advertising men in 


dence in purchasing. 

“And every advertiser has one as- 
set in common with every other ad- 
vertiser—the confidence of the public 
in advertising as a whole. Without 
that confidence modern commerce 
could not operate. This, then, is our 
trust. It is to keep faith with the 
men and women who trust the words 
write.” 

T. Bjorn Schyberg, of Oslo, Nor- 
way, president of the Nordic Adver- 

_ tising Association, urged that the 
_ propaganda power of advertising be 
used to promote international peace 
and the internal betterment of na- 


Tons. 


every country should adopt a profes- 
sional code of practices which would 
be recognized by the tribunals that 
dealt with advertising matters. 


Romanoff Names Hoyt 

Romanoff Caviar Company, New 
York, has appointed Charles W. Hoyt 
Company to handle advertising and 
merchandising of its various food 
products. At the start, Knorr’s pow- 
dered soup mix and powdered gravy 
will be featured to trailer travelers 
and campers. Test insertions in 
newspapers and trade papers are 
being released. 


we 


Bond, Fl ynn Shifted 


Business Week, New York, has ap- 
pointed Nelson Bond as New Eng- 
land manager, succeeding F. H. John- 
son in that territory. Mr. Bond has 
been New England manager of the 
McGraw-Hill electrical publications. 
Ralph H. Flynn, formerly representa- 
tive of Electrical West, succeeds Mr. 
Bond on the electrical papers in New 
York and New England. 


Educational Role Stressed 


, 


“Advertising,” said Mr. Schyberg, 
} “is not only the most important sales 
medium of our time, it ought also to 
be the greatest medium of enlighten- 
ment. The public must be educated 
and guided. Instruction is necessary 
and must be given—in a pleasant and 
easily understood form—from day to 
day. And here advertising has before 

it one of its most important tasks. 

“The first and greatest cause today 
is that of peace. Practically all are 
agreed that the present re-armament 
race is foolish and that a war would 
be the height of folly. But when all 
are agreed upon this, why not follow 
the o.*y way that now lies open— 
that of propaganda.” 

\rguing that the solution of the 
internal problems such as unemploy- 
ment and health should be tackled 
through advertising, Mr. Schyberg 
added: “W s ess al is é e 
nations should immediately appoint |: Me.. packer of Maine sardines, 

| has appointed H. B. LeQuatte, Inc., 

*xpert commissions to prepare plans| New York, to handle its advertising. 

‘or further progress under the motto, | Test campaigns have been placed in 

\ sounder nation’—meaning not | several localities on Neptune brand 
only physically but also spiritually | sardines. 

under,” 


R. 


Gotham Appointed 
Air Defense League, New York, has 
appointed Gotham Advertising Com- 
pany, New York, to handle a cam- 
paign to disseminate air defense in- 
formation to the public, and justify 
the League’s contention that an ade- 
quate air force represents “Maximum 
Defense Per Tax Dollar.” Newspa- 

pers and magazines will be used. 


Packer N amee LeQuatte 


Seaboard Packing Company, Lu- 


Richards Joins Agency 

Robert G. Richards, since 1927 
agency secretary of Atlantic Life In- 
surance Company, Richmond, Va., has 
resigned to become copy and plan ex- 
ecutive of Livermore & Knight 
Agency, Inc., Providence, R. I. 


Hill, official representative 


HERE’S TODAY’S 
NEW CAR MARKET 


ation 
a | Aetna Account to Peck 
‘on | Aetna Life Insurance Company, 
|New York, has appointed Peck Adver- 
No | tising Agency, New York, to direct 
RTH TEXAS - display advertising for its farm sales 


| department. Newspapers will be 
used. 
The Oklahoma-Texas area report- ye 
ed new motor carsales 83% of the WGAL Joins NBC 
: 1937 figures for the first quarter of National Broadcasting Company 


has added its 153rd affiliate with the 
signing of Station WGAL, Lancaster, 
Pa. It will operate in both Red and 
Blue networks. 


Greenfield in New Post 

A. Allan Greenfield, formerly with 
| Philip Klein, Ine., Philadelphia, has 
joined J. Zanforth Company, 
delphia agency. 


1938 ...21% abovethenationalaver- 
age for the period...making it the | 
second best area in the country. 


Take advantage of the activity in 
this rural market... advertise to it 
through The Farmer-Stockman. 


Y%eFARMER 
STOCKMAN 


. Oklahoma. City, Okla. 


“P’esentative—The Katz Agency, Inc 


| Gets Hanter Rye 


jowman & Columbia, Inc., New 
York, has been appointed to 
the advertising of Hunter Baltimore 
Rye Distillery, Inc., Baltimore, Md. 


handle | 


Phila- 


| 


| 


The tenth anniversary of the Bos- 


' Crashes Gates 


“Even though I am angry 


—a # rn : ton Conference on Distribution will 
with Ciio, says Maxic, f H ll d be observed Sept. 26-27 at the Hotel 
cant refuse to help him @) ©] ywoo | Statler. Business executives from 


Great Britain, France, Denmark, 
Sweden and Italy are expected to at- 
tend. 


GET STAG 
BEER TO 
GET COOL!" 


St. Louis, July 6.—The mounting 
popularity of Griesedieck Western 
Brewery Company's colorful advertis- 


To Test Lane 


ing character, “Otto,” has come tO/ Massachusetts State Supreme Court 
‘wt son cwaging TR the attention of Hollywood movie! tests are being planned to determine 
scouts with the result that Earl| the constitutionality of a new law re- 


Dewey, the model who has portrayed 
|the corpulent figure in Stag beer ad- 
vertising, will soon play comedy roles 
in the movie capital. 

A veteran vaudeville hoofer and 
singer, Dewey turned to modeling for 
Stag beer when show business began 
to offer diminishing returns. With 


quiring uniform signs at gasoline sta- 
tions. The law forbids price signs 
larger than 8 by 10 inches. 


4 ME FOR CHASING THE 
x BUTCHER BOY, AM ! _ 
My SUENED UP! o mon 


Joins Recording Firm 
C. A. Kracht has joined the sales 


staff of Allan-Alsop-Eddy Radio Ke- 
cording Corporation, New York. He 


hair parted in the middle, a pointed| Was formerly director of sales at 
false mustache, and a dachshund,| WMCA, New York. 

“Maxie,” for atmosphere, his corpu- Sada 

lent figure and ruddy face became Martin Gets Beaumont 


widely known as a German connofs- 
seur of beer extolling the brew’s 
merit with his dog as stooge. 

“Otto and Maxie” have become vir- 
tually synonomous with Stag beer 
through frequent appearances during 
the past few years in newspaper and 
. outdoor advertising. In taverns cus- 
This teyeut festures “Gite” end We tomers have been known to order 
“Maxie.” charecters of Griesedieck West- Otto’s beer. J. Walter Thompson 
ern Brewery Company advertising. |Company directs the account. 


Martin Advertising Agency, New 
York, has been appointed to place all 
newspaper and magazine advertising 
for Beaumont Pen Company, New 
York, 


Miner Resigns Account 


Dan B. Miner Company, Los An- 
geles, has resigned as advertising 
agency for National Institute of Nu- 
trition, effective July 28. 
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Here Is a Case History That Every Advertising Manager Should Read 


Washington real estate had been booming for several around is going to bring down the prices of those houses, 


years, and why not? There were more people in the or that greater values will be offered next month or next 


Capital than ever before. Government and private pay- 
1938 looked like a 
And then—all of a sudden 
—Washington stopped buying houses. 

Why? 


a list of prospects—real prospects, people with the urge 


year. 
rolls were both at all time highs. 


Ten Ads in the Post 


good year for house sales. The Washington Post had ten full page advertisements 


prepared to tell this story, and secured 29 sponsors, 


No one knew. Every real estate salesman had 


twenty of them realtors or builders, to pay for the cost 
of The Post space. 


and the money—and yet couldn't get the signatures on 


The first of these advertisements appeared in the real 
the dotted lines. 


Getting the Facts 


As Washington's (and America’s) leader in real estate 


estate section of The Washington Post on February 20, 
1938, and for ten successive Sundays, through March and 


April, these ads appeared in The Post. Nowhere else. 


display advertising, The Washington Post had a very In April there were more houses sold in Washington, 


active interest in finding the trouble and doing some- D. C. than in any single month for the past eight years! 
thing about it. So The Post went to work and discov- ~« ¢ @ & 4 


ered, with the aid of “The American Builder,” that pros- 


‘ , , It doesn’t take long for a good idea to get around. Now 
pects were holding off because of the belief that build- s 


: ‘ , other newspapers are following the lead of The Wash- 
ing costs were high, houses over-priced, and that because ; : 
ington Post and running similar campaigns. Sales and 


houses were over-priced they would eventually come 


business will benefit. But as an advertising man you 


down in price. 


. will be interested in this story because of two things 
But the facts were, and are, that today’s houses are 


it shows: 


far from over-priced. Today's houses offer the buyer 


so much more in real value than ever before, that it just Advertising did the job. 


isn’t reasonable to assume that any amount of waiting Advertising in The Washington Post. 


* The Washington Post 


WASHINGTON’S HOME NEWSPAPER 
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7 RECLAI M FD OIL rectatingd, teeter “ll,” the Commie SUMMER PALATE TICKLER| B etter S econ al | Coming 
pr ~~ ae ae es H alf Pre dicte d | 
of respondent’s competitors by re-| SA VE YOUR 


stricting their sources of supply” 
j}and constitutes “unfair methods of 


Conventions 


Me CHIEF ISSUE IN 


by Agency Head 


FIC-GULF SUIT 


Unfair Competition Charge 
Against Refiner 


New Orleans, July 5.—The open- 
ing gun in a battle that may have 
far-reaching effects on the mer- 
chandising technique of the motor 
oil industry was fired here last 
week when the Federal Trade 
Commission started hearings on a 
complaint that the Gulf Refining 
Company “unfairly disparaged prod- 
ucts of competitors” and used “un- 
fair methods of competition” in dis- 
tributing circulars urging Gulf sta- 
tion operators not to allow their 
crankcase drainings “to be removed 
by any person through whom it 
might reach one of the reclaiming 
units.” 

Re-refined oils are often “partially 
reclaimed crankcase’ drainings, 
which include water, rear end drain- 
ings, sulphur and other materials 
detrimental to good motor lubrica- 
tion ... many times the product of 
an unscrupulous agent who has 
done nothing more or less than 
strain the crankcase drainings and 
add a green coloring to camouflage 
the real identity of the product,” the 
circular stated. “False claims” and 
“extremely low prices are used by 
reclaimers to market their  prod- 
ucts,” it added. 

Contending that 


“many reclaimed 


competition in commerce within the 
meaning of the Federal Trade Com- 
mission Act.” 


Harry S. Pond, Jr., president of! 
Lube-Laundries, Inc., New Orleans 
motor oil reclaimer, testified that 


75 per cent of the crankcase drain- 
ings that constitute their raw mate- 
rials are picked 
and that half of these stations were | 
Gulf stations. His business, he said, 
was established in December, 1935, 
and prospered until December, 1936, 
when the Gulf circular was issued | 
throughout the New Orleans divi-| 
sion, including’ several 
states. The circular and other rep- 
resentations made to Gulf dealers 
allegedly caused the latter 
refuse to sell to him, 


loss of half his sales. 


he added, many customers had be- 
gun buying elsewhere. His product, 
Pond claimed, ranks in quality be- 
tween Gulfpride and Gulflube. 

Fleet operators, engineers and 
others testified that reclaimed oil 
compared favorably with new oil, 
giving about the same mileage and 
causing no additional motor repair 
bills. Laboratory tests were intro- 
duced to prove re-refined oil, at least 
those oils under consideration, com- 
pares favorably in major character- 
istics with virgin oil. 

Gerard A. Rault represented the 
Commission, with Alexander 
acting as attorney for the Gulf Re- 
fining Company. The 
held before Examiner Miles Furnas. 


up from stations | 


Southern | 


to | 
with the result | 
that 50 per cent of his raw materials | 
were cut off, with a corresponding | 
Before he | 
could replenish his raw materials, | eC 


Smith | 


hearing was | 


SLICING, LADY, 
FOR THESE 

DELICIOUS 
COLD MEATS 


New York, July 5.—Increased ad- 
vertising expenditures in the latter 
part of 1938 were predicted by Ward 
Wheelock, president, Ward Whee- 
lock, Ine., Philadelphia, as _ he 
stopped over here last week en 
route to the Pacific Coast. Campbell 
Soup Company and Stephen F. 
Whitman & Son, Inc., maker of 
Whitman’s chocolates, were two 
specific instances cited. Both en- 
joyed sales gains on increased ap- 
propriations in the first half of the 
year, said Mr. Wheelock, and both 
will make further increases in the 
fall. 

Another outstanding example of 
successful resistance to the down- 
ward trend of business mentioned 
by the agency head was William S. 
Scull Company, maker of Boscul 
coffee, who increased advertising ef- 
fort early this year and as a result 
enjoyed the biggest three-month 
period in March, April, and May, 
from a stancpoint of dollar volume, 
in 107 years of business history. 


National Drive 


to Mark Debut 
of Beauty Aid 


New York, July 5.—To promote its 
new cosmetic, Powd’r Base Hampden, 
which is a make-up foundation in 
stick form, Hampden Sales Associa- 
tion, New York, has joined the ranks 
of national advertisers with small 


July 11-13. Annual convention, Ex. 
clusive Distributors Association, Nejj 


House, Columbus, O. 
Aug. 14-17. Annual convention, 
International Association of Print. 


ing House Craftsmen, Boston. 

Aug. 16-19. Annual convention. 
National Sign Association, Stevens 
Hotel, Chicago. 


Aug. 23-25. Annual convention. 
Outdoor Advertising Association of 


America, Denver. 

Sept. 12-16. Semi-annual conven. 
tion, Premium Advertising Associa- 
tion, Hotel Astor, New York. 

Sept. 16-18. Annual convention. 
Continental Agency Network, Chi- 
cago. 

Sept. 18-21. Annual convention, 
Mail Advertising Service Associa. 
tion, Hotel Statler, Detroit. 

Sept. 19-20. Southern Newspaper 
Mechanical Conference, Biltmore 
Hotel, Atlanta. 

Sept. 19-23. Seventh Internationa! 
Management Congress, Washington, 
BD. C, 

Sept. 21-23. Annual conference, 
National Industrial Advertisers As- 
sociation, Hotel Statler, Cleveland. 

Sept. 26-27. Boston Conference on 
Distribution, Hotel Statler. 

Sept. 28-30. Annual convention, 
Direct Mail Advertising Association, 
Stevens Hotel, Chicago. 

Sept. 28-Oct. 1. Annual conven- 
tion, Association of National Adver- 
tisers, The Homestead, Hot Springs, 
Va. 

Oct. 4-5. Annual meeting, National 
Publishers Association, Skytop 
Lodge, Skytop, Pa. 

Oct. 8-9. Annual convention, Na- 


; ace i ner’s rsaar. V ‘ tional Advertising Agency Network 
motor oils are as good as so-called . space in Harper's Bazaar, Vogue, and | (tona® , 
virgin lubricating oils,” the Com- Two Agencies Merge The New Yorker. Spot broadcasts | Washington, D. C. 

aba ’ Harding Advertising Agency, In- and newspapers will also be used in Oct. 10-14. Annual convention, 
mission complaint holds that the lian: , E a Za i i é P : . 

; : dianapolis, has been merged with the Metropolitan area National Association of Retail Drug- 
reclamation and sale of motor OilS| pettinger-LaGrange. Inc. Mr. Hard- . I é . : mr 
in ¢ itimate busi . we ot nee Sone eee ES , Hampden Sales Association has|#ists, Hotel Sherman, Chicago. 
is a legitimate business engaged in| jing will be vice-president. Charles | THE ANSWER TO ‘ Oct. 18-19. Fall renti I 
by many “honest and reputable”| J, Pettinger is president and Bergen | a been on the fringe of the cosmetic ; me Daily P ‘." wenn gee A 
companies whose products “do not} LaGrange, secretary-treasurer. SUMMER MEAL- PLANNING business in the past with such prod- _ : any lena ssociation, Hote 
contain water, rear end drainings, - - ucts as Sanitabs and Miami sun tan sherman, Chicago. 
sulphur and other detrimental mate- Keeley Leaves Ayer oil. Experience with these products Phase Ba ccineo te be 0m rani 
rials and are not colored to camou-| Joseph C. Keeley has resigned | John P. Squire & Co., Cambridge, Mass., | led to the development of a new pow- | ‘'0", Md oe Wes . vertisers Associa- 
flage their real identity.” from N. W. Ayer & Son, Inc., New| i# using this informal treatment in a |der base in a new convenient form. | 10m Fott Worth, Tex. _— 

The Gulf circular and other rep-| York, to join the publicity staff of | ae a ae ae for ". sr =. Powd’r Base Hampden will be dis- a OF. Be | irst annua convention, 
resentations made to dealers tend|J. M. Mathes, Inc., New York. He! Y's: ‘oulston Wompany, Boston, is the | tributed through drug, department, | Pennsylvania Democratic Newspa- 


agency. 


to mislead and deceive “a substan-|W48 connected with Ayer for the past 
|eight years. 


tial portion of the purchasing pub-| aan D f -R 
lic and divert trade unfairly to re- rive or ugs 
spondent and the sellers of respond- Two Join WOAI | Textile 
pts ; iS sae W. Van A. Combs, formerly on the | Meow 
advertising and sales staff of Procter 


and chain stores nationally. Penn- 


| ber Publishers Association, 
: ; : Harris Hotel, Harrisburg. 

| Dee. 27-30. Annual 
Changes Address | accatinl Marketing 
and advertising depart-! Detroit. 
E. Waterman Company, | 


convention, 
Association, 


er 
on 


Corporation 
York, has 


of America, 
launched a_ trade 


The sales 
ments of L. 


“ Cc . oaiaash 4 paper campaign for American Lady | manufacturer of fountain pens and 
& Gamble Company, Cincinnati, and | rug cushion. Magazines will be used|jnk. have be : Carol Hubbard Changes 
Louis J. Riklin have joined the sales <r rt a ink, have been moved to the main 
Every weet, staff of Station WOAT, San Antonio, |later in the year. Edwin M. Phillips} Waterman factory, Newark, N. Carol L. Hubbard, formerly co- 
16,075 bar and aqrill men, 


| & Co., New York, 


r is the agency. 
rex. ; “s : 


Fink with Herald 
Harry L. Fink, formerly with Reu- | 
for seven|ben H. Donnelly Corporation, has 


Bushrod W. Fontaine is in charge of |M@nager of the Chicago and Cleve- 
advertising, with Charles A. Granath |!@nd offices of Geyer Publications, 
in charge of sales, has joined the sales department of 
|Chicago Printed String Company, to 
'do special research work. 


Joins KGW-KEX 


Harry Runyon, yertisi | 
| staff of KXL, Portland, Ore., 


Birge Appointed 


Sese, cme puguoe weusrer years, has joined KGW-KEX, Port-| joined Herald Advertising Agency, John Birge, formerly advertising | . : 
land. | Philadelphia, as art director. manager of General Electric Home Quigley Appointed 
= —_ F 7 Bureau, has joined E. V. Brincker- Allen F. Quigley has been appointed 
— —_ a _ — 2 anton si a hoff & Co.. New York. electrical] astern advertising representative by 
transcriptions, in an executive ca-; American Fiction Group, New York. 
| pacity. a wien 


Hasco Appoints 


Hasco, Inc., Newark, 


Sardines to LeQuatte 


has named 


Seaboard Packing Company, Lu-| United Service Advertising, Newark, 
bec, Me., packer of Maine sardines | as advertising agency. 
has appointed H. B. Le Quatte, Inc., a - 


New York, to handle its advertising. 
Test campaigns are being placed on 
Neptune brand sardines. 


Succeeds Crone 
Richard L. Saunders has been ap- | 
pointed secretary of The Texas Cor- | 
poration, New York, succeeding the 
late E. M. Crone. Mr. Saunders has | 
been an employe of the Texas Com- | 
pany since 1909. 


Observe Ironer Week 
National Washer-Ironer Week will 
be observed Oct. 23-29. Utilities, 
f electrical councils, industry suppliers 

and manufacturers of affiliated prod- 


Mm AD-SETTING+ PRINTING #200) 


bs support. | 
e | 


Uses 20 Pages 
Twenty advertising pages in the 
Philadelphia Record last week told 
the history of the Pennsylvania Rail- 
road, which has just completed its 
lelectrification program 


Hill Elected Officer 


George Washington Hill. Jr.. ad-| 


Cc ORPORATION ltt Hetel Oe 


504 Sherman St., Chicago - Wabash 7820 | ea oman has been 


elected vice-president 
“—. 
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ADVERTISING AGE | 25 


— : actual incidents in the life of 


V FRANKLIN 


4 ; “ o 
t \ re ove” S\e) » wn on” didn't have mendously big factor in shaping 
\ commen” Pero oe ofSo slong with his illustrious career. 
\E d oem oit Jour 9% aentative «SELLING AMERICA” « produced 
ats sos? p sa poor by the Jam Handy Organization, 
he set gives you these invaluable rules —~ 
guide and shows how they can be made to 
‘thers work as effectively for you and your 
yo OY att tree salesmen as they did for Franklin. 
co* it ycw* 
29" ..0*"' 
e* 
ho? ee ‘OUR SALESMEN SEE IT! 
re Bog ob © * round motion picture and get rental prices. 
pare x apo 
te* +> ‘ . . 
es as DY Organization 
i yore o> ~ e® e Sales Conventions - Playlets 
> xy ve o's ~ 4s roit, 2900 East Grand Boulevard, MAdison 2450 
{oo oo? og! we et ooo” rwood, 7048 Mollywood Boulevard, HEmpstead 5809 = 
toe ce “ 
\ an xpe bd % , This advertisement, referred to 
\ . eoo™ yoo” \ in the letter opposite, appeared in 
\ er oo 4 column x 10 inch space in 
\ ‘J eo? ett \ April 25 issue of ADVERTIS.- 
\ me ut ING AGE, 


Again ADVERTISING AGE proves an 


NEW ye RK 


winazing ability to produce results never 


hefore approached by any other advertising 
publication—this time for The Jam Handy 
Organization, prominent commercial filin 
producers who tell us that their advertise- 
“in ADVERTISING AGE after it 


had appeared in other advertising publica- 


hens 


Hons brought in 30 per cent more inquiries 


‘han the second publication.” 


Not ideal test conditions for any publica- 
tion, but ADVERTISING AGE likes 
“tough” tests because it knows it can de- 
liver the goods! 


And deliver it did! As far as we know, no 
publication has ever shown up so well in 
« test under similar conditions. We. hesi- 
tute to even guess how far ahead ADV ER- 
TISING AGE may have run had the test 
conditions been identical. 


Ifow inquiries tapered off as this advertise- 
ment progressed through its schedule until 
it appeared in ADVERTISING AGE 
when inquiries spurted up ahead of all other 
publications is told in the letter reproduced 


Read it. 


If you want more results for your promo- 
tion dollars, ADVERTISING AGE has 


the proven ability to deliver the goods for 


above. 


vou. 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


CHICAGO 


ATLANTA 


LOS ANGELES 


SAN FRANCISCO 
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ADVERTISING AGE 


July 11, 1938 


ADVERTISING LINAGE IN FARM PAPERS FOR JULY 


Poultry and Poultry and 
Livestock Livestock 
Commercial Display— r-—Display— —Commercial Display— -—Display— 
1935 1937— 1938 1973 r 1938. - 1937 1938 1973 
Monthlies Pages Lines Pages Lines Lines Lines Pages Lines Pages Lines Lines 
American Fruit Grower 4.0 1,830 6.7 3,049 Idaho Farmer 19.2 14,568 24.5 18,560 28 
American Poultry Journal Kansas Farmer 8.6 6,541 15.9 12,109 490 
Eastern Edition ..... 3.6 1,580° 5.5 ,362 654 547| Michigan Farmer 9.1 7,014 15.5 11,937 881 
Breeders’ Gazette..... 7.0 171 7.6 3,434 1,079 811] Missouri Ruralist 6.1 4,649 9.4 7,209 175 
California Citrograph.. 22.0 14,834 0.0 20,168 os Nebraska Farmer. . 17.6 12,845 20.3 14,810 346 
Capper'’s Farmer 18.7 12,758 20.6 14,035 95 7 tAverage 4 Editions. 18.1 13,180 21.1 15,392 432 
*Carolina Co-operator 11.3 1,760 7.9 3,318 . New England Hom e- 
Country Gentleman.. 23.0 15.662 29.4 20,032 226 76 eee 10.9 7,026 12.0 8,430 1,672 2,196 
Country Home i. oo 9,104 16.3 11,136 72 48 | Ohio Farmer 12.5 9,633 15.5 4,974 707 767 
Farm Journal - 12.8 6,517 20.6 8,870 237 96 | Oregon Farmer...... 19.2 14,526 6.6 20,135 56 28 
*Florida Grower ~~ oe 980 4.8 3,268 Pennsylvania Farmer 12.8 9,83 16.6 12,823 2,004 1,400 
*Hoosier Farmer ...... 10.6 4,800 8.0 3,600 Prairie Farmer 
*National Livestock Pro- Illinois 12.8 9,348 23.0 16,746 62 254 
ducer TYUTCCTrTiN 3.7 »,763 3.7 2,755 Indiana ‘ 12.8 9,348 18.3 13,376 ‘ 254 
*New Jersey Farm & Rural New Yorker 10 8.453 13.5 10,602 2,715 2.549 
Pn . saveseeer ; 9.2 4,158 7.4 64 1,202 1,540 | Wallaces’ Farmer & 
*Ohio Farm Burea lowa Homestead 13.5 10,635 18.5 14,577 2,047 1,154 
News ees 4.9 2,210 5 2,388 .| Washington Farmer... 18.7 14,181 28.0 21,225 - 
Poultry Tribune | Wisconsin Agriculturist 11.1 8,719 17.5 13,741 1,262 940 
Eastern Edition. ; 5.1 209 6.9 67 659 594 | 
Progressive Farmer Total Group 213,489 99,337 19.606 14,340 
Southern Ruralist Weeklies— 
Carolina-Va, Edition, 12.8 9.339 16.7 12,177 77 Four issues unless otherwise noted. 
Georgia-Ala. Edition. 11.7 8,563 15.8 11.542 63 Capper’s Weekly ...... 4,144 2.6 5,988 
Kentucky-Tenn. Ed 12.2 8,952 16.4 11,978 7 32 | Dairyman’s League 
Mississippi Edition 12.7 1310 17 12,658 News 4¢ 18 t7,.19 ( 625 
Texas Edition » 33.8 9,235 16.7 12,20 Pacific Rural Press 
TAL Editions 9.9 7,214 14.8 10,827 Northern Edition 0.6 1 rR 730 4,520 2,720 
tAver. of 5 Editions 12.4 9,079 16.6 12,111 é Southern Edition an) 0.156 37.8 8.620 1758 720 
Southern <Agriculturist 8.3 5,827 13.6 9,568 see FAll Editions << 5.3 19,160 34.1 », 794 1,520 2,720 
Southern Planter 6.7 4.745 11.3 7,971 97 7 Semi-Weekly Farm News 
Successful Farming . 22.6 10,203 24.2 10,919 141 29 Frida Editiot 5.94 { ,78 
Tuesday idition 1.1 a4 1.7 i 
Total Group 156,510 193,762 4,609 941] weekly Kansas City Star 
Semi-Monthlies Missouri dition 4.9 12,10 6.8 £16,76 630 16 
Arizona Produce: 17.3 13,587 1.8 17,100 
Farm & Ranch 16.0 12,105 17.2 13,0 264 9s Fotal G I 7 74 17,34 14,788 8,841 
Farmer-Stockman 15.7 11,941 18. 14,105 26 57 Dailies 
Hoard’s Dairymat 12.3 9,008 17.6 12,87 1,449 1,694 | *Chicago Dai D> ! 
Missouri Farmer 7.9 6,205 8.1 6.38 238 430 PE cc. ganawn wee 19.6 22,685 12.6 6,821 4,666 3,203 
Montana Farmer . 14.2 10,752 19.6 14,870 1,130 390| *Kansas City Daily 
Utah Farmer 11.2 8,501 14.5 11,002 64 91 Drovers Telegram 12.3 26,200 19.2 $0,971 ) 3,192 
Western Farm Lifes 12.2 9,597 15.5 12,156 297 65) *Omaha Daily Journal 
- StOckmMan ..cvccccece 13.6 28,986 16.9 36,076 5,587 6,000 | 
Total Group 81,696 101,52¢ §68 5 | *St Louis Daily Live 
Bi- Weeklies Stock Reporter . 19.5 22,080 11.6 4,847 4 3,356 
Two issues unless otherwise noted. . 
American Agriculturist 17.3 12,659 16.5 12,046 1,234 1,293 Total Group 9,9 1 715 17,254 15,761 
California Cultivator 0.6 15,594 i 699 206 
Dakota Farmer 10.6 8,210 14 11,270 52 199 *Figures provided publisher 
The Farmer oa 15.8 12,465 23 18,225 1,697 548 Not included in tota 
Indiana Farmer's Guide 6.1 4,053 13.3 10,451 180 200 Five issues 


‘EYE’CATCHERS| -—— | Farm 


ARE YOU SELLING 


MELONS ? 


100 PEPPY PHOTO EYE’ $5 

CATCHERS ... ALL 

LINES OF BUSINESS MONTHLY 

Nothing like it anywhere else. Used by 

biggest advertisers. New York's top models. 
Proofs and Details of Trial 


Subscription Free on Request. 


PHOTOMATS 10 E. 38 STREET 


NEW YORK 


‘Monthlies Bias 


in | Radio 


Report Drop of News is Focus 


New York, July 7.--July linage in 
| major farm monthlies experienced a 
percentage decline nearly twice that 
iof June with the current total of 
/156,510 lines, 19.2 per cent less than 
| the July, 1937, figure of 193,762, ac- 
cording to Publishers’ Information 
| Bureau. The June decline was 10.9 


per cent. 


Other Groups Decline 


Other farm paper grouns, report- 
ing June linage, likewise experienced 
declines from 1937 totals. Semi- 
monthlies carried 81,696 lines, a drop 
of 19.5 per cent from the 1937 total 
lof 101,526. 

Bi-weeklies scheduled 213,489 lines, 
a decline of 28.6 per cent from the 
|June, 1937, figure of 299,337. Linage 
for the weeklies totaled 73,574, a 
drop of 24.4 per cent from the 97,343 
reported at this time last year by 
|) these publications. 

Dailies scheduled 99,951 
decline of 22.3 per cent 
128,715 carried in June, 


lines, a 
from the 
1937. 


| 19.2% for July 


| 


of New Survey 


Washington, D. C., July 7.—The 
first task of the newly created divi- 
sion of research of the National As- 
sociation of Broadcasters will be an 
analysis of all news and news com- 
mentator broadcasts to determine the 
extent, if any, of the injected 
in these programs. 

Mark Ethridge, retiring 
of the association, said 
vision of research would function as 
a permanent part of the association 
and that subsequent activities would 
include studies of broadcasting in 
entertainment and educational fields. 


bias 


president 
that the di- 


To Publish Results 


He indicated that the current pro- 
ject had been inspired by charges of 
distortion, although he did not 
close the source of the charges. The 
survey is expected to take one 
month, with the findings to be made 


dis- 


Fig- | for the week of June 20. 
ures for the individual papers as | formerly with the Joint Committee 
well as page totals are shown in the of Radio Research, is in charge of 


public when tabulated. At present, 
the division of research is studying 
|transeripts of all news broadcasts 
Paul Peter, 


accompanying table. the new division. 
” (> 7" my 
‘NS 
YOU WOULD HAVE | B Wy 
KNOWN, IF YOU'D READ 
ADVERTISING AGE 


= : Nd toe Z 


Ma 


“Help 
“Representatives 
cash with order. 


Wanted,” “Positions 
Available,” 


All other classifications (single insertion rates): 


The rates for this department are as follows: 


ee 
i} | = + 
Wanted,” “Representatives Wanted,” ang 
30 cents a line, minimum charge $1. Terms 


% in., $2.75; 1 to 3 in 


Get reliable, 
these and 


scientific 
similar questions. 
competent young men who have 
solved such problems for national 
marketers will analyze your sales and 
give you FACTS, set potentials and 
reliable quotas, show you where sales 
and advertising effort should be con- 
centrated. Trained under experts you 


answers to 


Two 


know. Our modest fee is based on 
reasonable salary for time spent on 
your job. Write for consultation 
without obligation; we'll show you 
study for national concern which re- 
vealed source of $400,000 additional 
business, 

Box 1475, ADVERTISING AGE, Chgo. 


REPRESENTATIVES AVAILABLE 
PUBLISHERS: 


Conditions are better. 


You will need experienced help. I 
have 19 successful years on trade 
papers, Chicago territory. Had pres- 
|}ent paper 5 years, Can 


use another or 


take position 


permanent 


_____ MISCELLANEOUS 
GET BUSINESS AT LOWEST COST 


We will gladly send you samples of 
our new PHOTO AD-CARDS. They 
get results. Adapted to any business 


or profession 
GRAPHIC ARTS PHOTO SERVICE 
Market & Third Sts., Hamilton, Ohio 


$4.75 per inch. Write for descriptive folder describing discounts for term 
insertions. 
POSITIONS WANTED BUSINESS OPPORTUNITIES 

Sales Analysts Want Your Problems. {| have a product on which four 
How much business should you do in| hundred - fifty thousand dollars has 
each sales area? How many salesmen] been spent to develop. The product 
or agents will each area support? In|is now perfect and ninety-five percent 
unsatisfactory areas is potential low, | of the homes of the United States ar 
or is selling effort at fault? Are} Waiting to be told about it, as it jigs 
quotas based on potential sales avail-|in every way an improvement over 
able and deserving of the confidence | What they are now using. 

of your representatives? I am looking for a man who cary 


see the unlimited possibilities in this 
product and join me with twenty-fiv: 
to fifty thousand dollars additiona 
capital. Consumers acceptance is evi. 
denced by orders coming in from a] 
over the United States even without 
any advertising. Write manufacture 
Box 1477 ADVERTISING AGE 


MISCELLANEOUS 


CURTAILED BUDGETS 
still afford economical Photo-Off- 
set for all pictorial advertising litera- 
ture, booklets, brochures, bulletins 
circulars, catalogs, charts, diagrams 
direct-mail sales letters, etc 
No typesetting or engraving expense 
anything previously printed can be 
anything that car 


processed, 


can 


pieces, 


processed for less; 
be printed be 
300 COPIES (Size 8%x11") $2.50 
Additional hundreds only 25c 
Even lower prices for larger 
quantities 


can 


All sizes furnished. Free informative 
booklet on request 


Laurel Process, 480 Canal St., N. Y¥. C. 


Horror Appeal 


toJar Public 
Toward Safety 


——__. 


(Continued from Page 1) 

will be reproductions of actual acci- 
dent scenes. Insertions will be 300 
lines each with headlines shrieking 
“Murder! Horror! Slaughter!” and 
the like. 

Barnes & Aaron is the agency in 
charge of the campaign. 

Supplementing the newspaper space 
will be a poster showing a radio cam- 
paign and three sound motion pic- 
tures. Later, a four page rotogravure 
tabloid will be distributed through 
gasoline stations and automobile 
clubs. The first page will show an- 
other horror photograph while the in- 
| side pages will be devoted to the ec- 
tivities of the State Motor. Patrol. 
The back page will tie-in with the 
| State’s tourist campaign which is cur- 
| rently running in national magazines, 
| azenc placed by the Walker-Downey 


agency of Pittsburgh. 

The state’s safety advertising of the 
past two years has been most effec- 
tive but traffic authorities felt its ad- 
| monitions were too gentle for readers 
who feast on actual photographs in 
the increasingly popular picture mag- 
azines. J. Griffith Boardman. State 
Secretary of Revenue and vice-chair- 
man of the Safety Council, said: “We 
found it necessary to take off the kid 


gloves and to let the reckless and 
foolhardy driver have it right be- 
tween the eyes. It’s results we are 


after, and we are getting them.” 
Penalties Are Emphasized 


During the of the present 
campaign, copy in all media will as- 
Sert that speeding beyond the 50 m. 
p. h. maximum limit brings revoca- 
tion of the driver’s license. As a re- 
sult, a recent check on open stretches 
of road showed that 95 per cent of 
the motorists stay well within the 
limit. One of the five minute sound 
motion pictures tells the story of an 
extra penalty. 


course 


It shows a salesman 
who violated the law while covering 
| his sales territory. The picture por- 
trays his anguish at losing his driv- 
er’s license for the three month period 
and then leads up to a talk 


with the 
Sales wherein 


manage! he is 


in- 


| 
formed he is without a job because of 


his inability to cover his territory. 
Two hundred painted roadway bul- 
letins, 42 by 12 feet each, contain 
short and forceful warnings. All of 
these bulletins show a 17 foot cut- 
out figure of a patrolman. This fig- 
ure extends five feet above the top of 
the sign. Half of these signs are 


head-on shots and are now being 
equipped with reflector buttons to 
give 24-hour warning value. There 


are also 2,000 24-sheet posters sched- 
uled for use in late summer and the 
early fall. These lithographed post- 
ers will show a huge photographic re- 
production of a wrecked car with the 
victim lying on the road in the fore- 
ground. At the right of this photo- 
graph, in yellow letters on a bright 
red background is the warning “THIS 
CAN HAPPEN TO YOU. DRIVE 
SAFELY—WALK WISELY.” To 
avoid monotony, there are four vary- 
ing photographs used in the series 
but the background and warning re 
main the same. 


Use Radio and Films 


Thirty-two Pennsylvania radio sta 
tions now have contracts for a series 
of one-minute spot announcements. 
These are used in conjunction with 
news broadcasts and are. safety 
messages carrying a Harrisburg date 
line. The Quaker Network and many 
other stations will broadcast this 
series of announcements nightly for 
ten weeks. 

The three five-minute safety films 
are reported to be tense and gripping 
enough to impress several million 
movie goers with a vivid impression 
of the cause and cures of accidents 
Over 1,000 theaters in the state are 
exhibiting the films 


—— 
————__ 
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BURGESS 
Offset—Planography 


. . + Means your printing bears 
that recognized mark of qual- 
ity—yet costs you very little 
compared with other methods. 
Whether “straight” copy * 
“tailor-made”, your work has 
that attractiveness and eye 
appeal necessary to create 
sales. Write Dept. F, or phone 
STAte 5980 for quotation a” 
samples. No obligation! 


J. A. BURGESS & CO. 
Div. R. C. S. 
173 W. Madison St. 
Chicago, Illinois 
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ADVERTISING AGE 


JULY ADVERTISING LINAGE IN NATIONAL MAGAZINES 
—1938 —_,_, -—_193 7, 7——193 8 __, 1937—— 
Pages Lines Pages Lines} Pages Lines Pages’ Lines 
sTANDARD Woman's Home Companion. 39.4 26,828 42.3 28,765 
american —? oe enne enn +e err os ryt PET OH WP OEE otc cccsnses 8.3 5,676 9.2 _ ere 
rf i fF eecveccces : 3,4! ‘. O04 —— ae 
_— eee Bee 7.8 3,379 9.1 3,904 Total Group ............ 241,593 309,115 
varpers Magazine acreeeren 25.5 6,076 23.1 5,513 WOMEN’S GROUPS 
——_ cae Fawcett Women’s Group— 
Total GFOUP ...ceceesees 21,696 22,587 are eal a cen ec 20.1 8,478 30.6 12,885 
Motion PictUre ..cccececse 21.2 8,932 30.4 12,787 
GENERAL eo _| Movie Story ........-....- 22.3 9402 32.0 13,471 
AMECTICAT. seeeeesereereeeess 40.1 17,215 48.9 21,005) Romantic Magazine ...... 15.8 6,647 24.9 10,480 
‘American Boy eeoceeceerseses 6.7 4,609 ‘nd 5,254 ae °1.1 8,890 20.8 12,94 
*american Forests Magazine 1.6 3,220 = 10.1 4,242) True Confessions ........ 16.8 7,070 26.0 10,920 
American Home (National). 16.1 10,218 42.3 26 784 Macfadden Women's Group 
4merican Home (Sp. Ed.).. 2.6 1,697 3.7 u 369 Love & Romance.......... 26.2 11,245 29.5 12,662 
‘american Legion .........-. 6.8 2,951 13.2 673) Movie Mirror ........+++- 31.1 13,369 29.5 12,677 
ASIA cecee ee eeeteeeeene rece 3.2 1,416 a7 2,484) Radio Mirror ........+.--- 24.3 10,453 25.6 10,987 
Banking .-eecseesscesseeees 32.5 13,955 37.0 15,908 True Experiences ......... 25.4 10,905 28.5 12,231 
petter Homes & Gardens... 26.2 11,816 35.2 15,868) True Romances........... 27.1 11,646 31.0 13,318 
*Bic Seven Group.........-. | 1,736 9.5 2,128 Modern Magazines— 
Boy'S Life seseeeeeeereerees 11.9 8,111 14.9 10,150) yrodern Romances ........ 26.8 11,525 38.4 16,509 
Child Life ..ccccccceccesece 1.6 717 4.0 1,751 Modern Screen ........... 29.7 13.770 $3.1 18,510 
Christian Herald ..........-. 13.6 5,866 16.2 6,957 ladio Stars ...cccccccccce 25.4 10.938 13.1 15,623 
Cc we EAUGROE icccasncvenes 6.2 2,675 5.8 2,510 | screenland Unit— 
Cosmopolitan ..eeeeeeeeeeee 38.7 16,646 61.5 26,407) Sereenland ............... 18.1 7,474 22.3 9,585 
Country Life ....+++..-+++. 19.0 12,824 9 16,755] Silver Screen ............. 18.7 8,060 23.0 9,885 
BIKS ccccscccccccccccsvccece 5.4 2,336 11.7 5,057 pon Ee paeen 
Esquire (National) ......... 6.2 37,816 74.6 50,103 oe errr re 159,104 205,471 
Esquire (Sp. Ed.).........6. 6.5 4,368 9.2 6,216 ' 
*Extension Magazine ....... eo 5,442 9.2 6,473 OUTDOOR— : 
Set. <ikiviniereckasenes 53.3 33.73: 84.7 53.562 | American Rifleman ......... 26.6 11,452 22.4 9,647 
SON eae a ar ecie 13.7 5,899 8.1 3,501| Field & Stream............. 29.30 12,596 = 37.2 15,985 
Graduate Group ........... 3.7 1,604 6.6 2,838|Fur-Fish-Game ............ os fee ee Oe 
House Beautiful ........... 10.5 6,695 18.5 11,715| Hunter-Trader-Trapper ..... 12.3 5,281 13.5 5,817 
House & Garden............ 18.6 11,807 29.3 18,533 | Hunting & Fishing.......... 13.3 5,711 17.1 7,336 
JOARE Kevcevseeecvvveevvrcsrers 8.5 3,684 5.0 9185 |National Sportsman ........ 14.6 6,290 22.1 9,504 
*Mechanics and Handicraft. 27.6 6.192 5.8 5,788 JOUTGOOTS .. cece cccccsseves 12.8 3) iia ee ine 
Mechanix Illustrated........ 32.1 7,211 44.6 10,012|Qutdoor Life ...........+66- 25.3 10,861 29.9 12,836 
National Geographic ........ 95.7 6.132 26.7 6.868 1 Sports ANSIG ..scessvesssecs 21.2 9,112 23.0 9,881 
Mation @ TeBeOOe saccccacae 36.2 15,547 2.7 22,630 ——— ep 
Open Road for Boys........ 8.9 3,859 7.4 3,215 Total Group .........+4. ; 67,552 76,553 
Physicel CUItUPO .cccccecccs 8.5 3,653 12.7 5,£70 MAIL ORDER— 
*Picture Play .....++sseeees 12.1 5,219 5.6 eee Lo ee 3.7 55 5.2 $,553 
Popular Mechanics ......... 65.7 14,728 79.5 17,820 Mins Ciena .... ew) 127 14 2 052 
‘Popular Publications....... 8.0 861,749 11.0 2,558 | Home Friend ........0e000: 2.2 1,574 4.2 2,949 
Popular ee ee 22.6 9,709 30.0 12,884 EE SOTTO SE a re 5.4 » 2905 5.5 9 387 
Redbook ...... eeneccceonces 38.0 16,331 42.3 18,156] \fother’s Home Life......... 3.5 2,514 5.4 3,785 
Scientifie American oeeee6ee 123.3 oad 11.5 4,858 Woodmen of World......... 1.9 R36 2.9 261 
Scribner’s Magazine ........ 14.1 6,002 12.8 5,515 7 “ 7 
| rer re ere Tae a 24.1 16,198 34.0 22,884 Tot: . a9 16 O87 
MN a ee as ce SE 2 13.8 9,321 28.4 19,114 PORES POP vos tcee ns as cs, Se ne. 
*Street & Smith Combination 9.7 2,184 9,2 2.072 JUNE ADVERTISING LINAGE 
*Thrilling Fiction Unit..... 16.0 618 15.5 3,466 tWeeklies & Semi-Monthlies 
TOWER @ GOGRSYT «cc cccccscies 27.8 18,698 36.2 24,367|*The American Weekly..... 21.3 10,60 53 101,55 
TYAVEL 66 bees dsbsrensecseses 6.3 3990 5.1 5,294) Business Week ........0.-- 92.4 39,681 128.7 55,231 
yy el ee 6.6 2,870 7.2 een Se: cea swat ackee eee eee 129.9 88,370 163.2 110,998 
CVTACREI acecesiesscsivenes 52.0 32.864 5.2 PPE P TOON cikeecasibsddadcsdweae 29.8 12.798 44.5 19,091 
- . — - coment |... MERE EM ERE CUTE e eT ee Te $4.3 14,415 53.1 22,311 
TOCAL GROUP . 04 bs ceccs cr $20,419 BO 1 eee PEED krtewdsnseccervaxeve 48.9 21,009 60.1 25,796 
ean —s —_ BEER. sc btGenchevendseadeneea $1.1 51,612 203.3 129,344 
WOMEN’S MAGAZINES PO. cerretkddeniuionsae nad 19.4 13,210 Saeed 
ly dg 4 eer re 10.7 7,337 10,048! The New Yorker............- 144.3 61,910 185.7 79,680 
Good Housekeeping .. 96.5 24,279 SEPT LMOWNWOOR 5isescensndsxeess 33.4 14,348 50.3 21,583 
Harper’s Bazaar ........... 28.0 18,857 27,331 |*New York Times Magazine. 29.0 30,205 30.4 31,663 
FoliatiG’g sscvsssesscncvears 13.0 9,868 12,526 | Pathfinder ......sseeseeeess 15.1 6,519 8.1 3,495 
Home Arts Needlecraft..... 3. 2,628 4,344) The Saturday Evening Post.185.5 126,196 230.0 156,413 
ao er ‘+. Boe 9,473 14,235 | Thin Week ..cccccccccccces 17.5 18,010 29.7 30.641 
Ladies’ Home Journal...... 39.4 26,830 26,474 NE ene eres ele La 1 159.9 68.600 245.6 105,371 
Mademoiselle ............... 11.9 5,127 11,375 | *United States News........ 16.3 34,042 22.5 47,078 
ky a ee 3.9 23,091 26,797 = ; ve 
i. MULE 23.3 9,996 12,241 eo 628,318 940,252 
PROUEEOEN 660 eFevewenuees . 19.6 13,385 9,195 
Pictorial Review : 19.3 13,158 24,346 tNote: All weeklies 4 issues for both years except 
a PETRI ‘a 17.0 7,295 10,686 | Forbes and Look, which have 2 issues. 
DEUS BROT wsscscssivesceces 35.3 15,161 19,609 +Not included in total. 
VERGE svatecdiesivewrsecsin 35.7 22,604 30,286 


Gottfried, Sales Chief 
of Baking Firm, Dies 

George Max Gottfried, vice-presi- 
dent and general sales manager, Con- 
tinental Baking Company, New York, 
died last week at his home in Nut- 
ley, N. J., at the age of 54. 

After coming to this country from 
Hungary when a child, Mr. Gottfried 
became a newspaper reporter and 
later publisher of the North Amer- 
ican Review and Harvey's Weekly. 
He joined John O. Powers Company, 
New York agency, and in 1925 was 
appointed advertising manager for 
Continental. . 


To Show State Products 


An exhibit of ‘“Made-in-Illinois” 
Products will be shown at the IIli- 
ts State Fair in Springfield Aug. 
o-21, 


ee 


COLLINS 
MILLER & 
HUTCHINGS 
INC. 


PHOTO-ENGRAVERS 
IN CHICAGO 


Shown in July 
Magazine Total 


New York, July 8&-—July linage 
in national magazines totaled 922,- 
303, a decline of 22.3 per 
the previous year’s total of 1,188,005, 
Publishers’ Information Bureau re- 
ported today. The current loss is 
somewhat more severe than the drop 
of 21.7 per cent reported for June 
linage. 

June linage in weeklies and semi- 
monthlies, reported today, totaled 
628,318, a decline of 33.1 per cent 
from the 940,252 lines scheduled by 
this group in June, 1937. 

All groups shared in the percent- 
age loss shown by the monthlies, 
with the total for the general maga- 
|zines, 420,419 lines, being 24.5 per 
|eent below the 1937 figure of 557,292. 
The standard group fared somewhat 
better than the others with linage 
totaling 21,696, a drop of 3.9 per 
cent from the July, 1937, total of 
22.587. 

Women’s magazines carried 241,593 
lines, a decline of 21.8 per cent from 
the 309,115 reported at this time last 
year Women’s group publications 
carried 159,104 lines, a drop of 22.5 
per cent from the 205,471 scheduled 
in July, 1937. 


Outdoor magazines reported 67,552 


|lines, a decline of 11.7 per cent from | 


--o 


the 1937 figure of 76,553. Linage in 
ithe mail order field totaled 11,939, a 
decline of 29.7 per cent from last 
year’s total of 16,987. 

Figures for the individual maga- 
|zines as well as page totals are 
ishown in the accompanying table. 


a VieoPresident 


J. Davis Danforth has been elected 


a vice-president of Batten, Barton, 
Durstine & Osborn, Inc... New York 
He will continue to head the new 


business department. 


*Figures provided by publisher. 


22.3% Decline|Says Realtors’ 


| 


Copy Slant Is 
Public Opinion 


- 


Chicago, July 7.- 


| rontty merchandisers in directing ad- | 


in sampling used by organizations 


cent from | conducting polls of public opinion 


‘may be successfully borrowed by 


vertising effort, John W. Schaefle, 
vice-president of Baird & Warner, 
Inc., declared today in an article 
which appeared in the Journal of 
Real Estate Management. This ar- 
ticle is the first of series outlining 


vertising. 
“When the president of a na 
tionally known manufacturing com- 


pany went out recently to ring door- | 
test | 


bells in a Nebraska town to 
|}what his salesmen would encounter, 
| he started something that has a real 
|}lesson in it for the real estate ad- 
| vertiser,”” Mr. Schaefle commented. 


“Those polls of public opinion on | 
and hour | 


| everything from wage 
legislation to birth control, too, have 
}something in their sampling system 
|that the merchandiser may take a 


jleaf from in determining the direc- | 


tion of his advertising. 


“Whatever is done to correct a fall- | 


ing off in business or to build new 
business must be done at the source, 
and that source is people,” he as- 
serted. 
on the pulse of public opinion is 
like the radio beam to the pilot in 
night flying. 

“Advertising is a short cut to 
the public, but only a_ short 
when the market is known and con- 
sumer acceptance of the product is 
accurately determined.” 

Thus, Mr. Schaefle said, 
antecedent to real estate advertising 
would be a sampling 
minds with respect to their opinion 
of property in general. 


-New techniques | 


|a modern approach to real estate ad- | 


“The business man’s finger | 


cut | 


a sound | 


New Mineral Remedies 
in Advertising Debut 


Colloidal Pharmacals, Inc., New 
York, specializing in colloidal min- 
eral preparations in the drug field, 
has started to promote two new pred- 
ucts, Acnasol, for acne and similar 
skin diseases, and Lektrosol, for ath- 
lete’s foot. 

For the time being, and until dis- 
tribution has been completed, adver- 
tising will be confined to newspapers 
in the metropolitan district. Later 
the campaign will be extended to 
cover the entire country. Jasper & 
Lynch is the agency in charge. 


Eighteen States Get 
Esso Regatta Poster 


The 24-sheet poster reproduced in 
last week’s issue of ADVERTISING AGE, 
headed “Standard Oil Depicts Power,” 
is part of the promotion program of 
Standard Oil Company of New Jersey. 
The poster is appearing in the 18 
states and the District of Columbia 
in which the Esso Marketers operate. 
| Although exploiting the Yale-Har- 
j}vard races June 24, the poster also 
tied in with the regatta season in 
general. 


Opens Show Rooms 

Ottilie Heuer, formerly with House 
Beautiful, has opened Show Rooms 
for Quality Products at 478 Fifth 
|avenue, New York. Showings will be 
held semi-annually, fall and spring. 
Wildrick & Miller, Inec., New 
has been named to handle a newspa- 
per and magazine campaign. 


Heads “Evening News” 

Paul V. Murphy, formerly general 
| manager of the Evening 
pany, Perth Amboy, N. J., has been 
named president and treasurer, 
Gilbert Hunter, former advertising 
manager, becomes secretary in a re- 
organization following the death of 
Cornelius F. Kelly. 


. . 

Larrain in Portland 

| Charles A. Larrain, formerly ad- 
vertising and sales manager of The 
Jones Store, Kansas City, has joined 
Meier & Frank, Portland, Ore., de- 
partment store, 
duction manager. 


Agencies to Meet 
The seventh annual convention of 
the Continental Agency Network will 
be held in Chicago, Sept. 16-18. 


York, | 


News Com- | 


and | 


as advertising pro-| 


Report Reveals 
June Promotion 


Copy Off 16.1% 


Chicago, July 6.—Promotional ad- 
vertising placed in the advertising 
press in June declined 32,998 Ifnes 
or 16.1 per cent from the preceding 
month, according to a report re- 
leased here today. 

This report measures linage car- 
ried in the six pubiications in the 
advertising field and shows a total of 
171,318 lines for June against 204,- 
316 lines for May. 

Compared with June of last year, 


a decline of 114,632 lines or 40.0 
per cent was shown. 
| In total amount of space used, 


| newspapers led the list with 46,690 
|lines or 27.25 per cent of the total, 
| followed by magazines with 35,770 
| lines or 20.87 per cent of the total. 
|Other important classifications and 
| the amount of space used by each 
fare as follows: radio, 16,058 lines or 
19.27 per cent; business papers, 12,488 
lines or 7.28 per cent; paper, 12,096 
ilines or 7.06 per cent; advertising 
production, 11,914 lines or 6.95 per 
lcent; and agency, 8,540 lines or 4.98 
|per cent. 
The advertising publications on 
|}which this report is based and their 
| June linage records are as follows: 


| ADVERTISING AGE CPs cks ands 55,412 
Advertising & Selling (m)... 22,736 
Printera’ Ink (W)...ccecees . 302,158 
Printers’ Ink Monthly....... 17,920 

| Sales Management (sm)... 28,546 
Tide (sm) 14,546 


Joins Polygraphic 


Frank M. Seamans, formerly vice- 
president in charge of lithographic 
sales of United States Lithograph 
Corporation, has joined Polygraphic 
Company of America, Ine., New 
York, as vice-president and director 
of sales of the display division. 


Roto for Rugs 


A. & M. Karagheusian, Inc., New 
York, maker of Gulistan and other 
|rugs, will use rotogravure in its fall 
‘campaign. Buchanan & Co., New 
| York, is in charge. 


| 

| REACHING CHIEF EXECUTIVES 
| OF LARGE CORPORATIONS 
| 


Dun’s Review reaches the chief 


| 

| of organizations: 

| OFFICERS—EXECUTIVES: 
Chairman of the Board 
President 
Vice-President 
Treasurer 
Secretary 
District Manager 


General Manager 
All Others 
TOTAL 
TYPES:+AND SIZE: 
57.2°4 are manufacturers; 


42.3% 


Owner, Partner, Proprietor 


26.4 
banks, financial, insurance companies. 


executives of large corporations 


as indicated by the following analysis by titles, types and size 


I S49 


124 
20,283 


are wholesalers; 9.4°, are 


of the manufacturing and wholesaling companies are 


rated over $125,000, which is believed to be more than 85°% of 


all such companies. 


This analysis is based upon 


a name-by-name check of the 
is not a projection of a sample. 
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July 11, 1938 


SEE GAIN OF 
20% AS RESULT 
OF MILK DRIVE 


Chains’ Aid Acknowledged by 
Dairy Council 


Chicago, July 7.—With National 
Milk Month nearing its closing date 
of July 10, officials of the National 
Dairy Council here estimated today 
that the promotion would result in 
sales totals ranging from 15 to 20 
per cent above those for the 1937 
drive. Final results will not be tab- 
ulated until several weeks after the 
promotion closes. 

The greater success of this year’s 
drive, it was explained, is due to the 
wider backing gained from partici- 
pating groups. These included the 
National Association of Chain Drug 
Stores, National Association of Food 
Chains, the Institute of Distribution 
and the Independent Food Distrib- 
utors Council in addition to the Na- 
tional Dairy Council. 

The latter group supplied promo- 
tional material, chiefly store and 
window displays, for use of those co- 
operating in the drive, while many 
of the individual groups likewise 
prepared special advertising material. 
No national copy was used. 

Addition of the food distributors 
to participants this year 
pected to be reflected in a gain for 
other dairy products inasmuch as 
most of these stores placed advertis- 
ing emphasis upon their complete 
dairy line in promotion for the 
month. 

Other promotion was accorded 
by General Foods Corporation this 
week in mentioning National Milk 
Month on two of its radio shows; 
the Ripley show for Post Bran 
Flakes and the Burns and Allen pro- 
gram for Grape Nuts. Tying in 
with this, the National Chain Drug 
Stores Association mailed broadsides 
containing pictures of these radio 
stars to a list of 4,500. Total mail- 
ings for the month are expected to 
exceed 200,000 pieces. 

Dairy companies were of course 
particularly active during the month 
with many of them increasing gen- 
eral promotional efforts. Among 
these was the Apex Dairy Company, 
Seattle, with release of a 
mated outdoor poster in 
for its Jersey Creamline 

The poster shows a calf feeding 
from its mother, offering a “testi- 
monial” to the excellence of the pas- 
teurized product shown in the Apex 
bottle which centers the poster. An 
animated tail on the cow 
ditional attention. Strang & Prosser, 
Seattle, was the agency in charge, 
with Foster & Kleiser creating the 
poster. 


new ani- 
promotion 
milk, 


draws ad- 


DISPLAYS 


Designers & Builders 
CONVENTION - EXHIBITS 


WINDOW, INTERIOR & TRAVELING DISPLAYS 
ADVERTISER'S DISPLAY STUDIOS 
So. Wabash Ave 


is also ex- | 


ee, 
Retail Linage_ | Index of Retail Activity in 80 Importan 
Decli t 
ans Fae) Markets 
Based on total retail advertising volume in all newspapers in each city. 
Chicago, July 8.—Retail display ad- (Copyright, 1938, by Advertising Publications, Inc.) 
vertising for the week ended July 2 —: 
was 14.6 per cent below the corre- Secin tins an % = % — 
ing wee , rear according 27-Week 27-Week 27-Wee or Loss’ or Loss 
sponding week of last year, according Period Period Period 1938 1938 Week Week % Gaip 
to the Apvertisinc Ace Index of Re- Ended Ended Ended over over Ended Ended or 
tail Activity. City July 4,19 36 July 3, 1937 July 2, 1938 1936 1937 July 3,1937 July 2,1938 Loss 
This Index, which measures retail| Akron, O. .... Sverre © Fe ~ $884,091 497,335 -21.6 —26.9 327,551 224,123 
: ‘ . s P ve ° 66 a5 emnans « — 2 5 
display linage in 80 major markets, oo BR. cscs: atte ee ete g 300836 s oe ry tes oun tan 
cag r + 9 ae Atlanta, Ga. Sree none 6,602,926 8, ° 1,440, + ¥.9 —0d.9 244, 0,4 
shows a total of 16,382,286 lines for) poitimore, Md. ........ 11,318,633 12'181,528 11,364,743 +04 —67 417,053 345,600 
the week reported against 19,172,928 | Birmingham, Ala. 6,023,738 6,661,564 6,514,256 +38.1 —2.2 235,004 222,530 
lines for the corresponding week of | {Bositon, Mass. ........ 10,004,065 10,681,426 9,,31,919 4 —s.9 294,326 230,158 
last year, the loss amounting to 2,- ee Conn. ..... 4,746,165 5,143,496 aaa —3.2 a pg Hh rey 
Aah £40 18 | ee eee 8,535,320 9,710,958 $8,533,238 —  «——12. 21, 238, 
790,642 lines. Camden, N. J.......... 099,95 2'096,486 1,949,095 —7.3 7,0 74,941 69,195 
For this year through the date re-| Cedar Rapids, la....... 2,574,376 2,737,042 2,439,668 —5.2 —10.9 104,510 80,738 
ported, the Index cities show a total | (hatianooga, Tenn. .... 3,059,194 3,381,161 F188, 656 10.6 59 142,650 120,339 
of 492,598,057 lines compared with] Chicago, Lil, .......... 15722442 17,684,287 16,732,846 + 6.4 —5.4 524,289 462,809 
rr4a 9 ‘ine ati ) 267,062 37,733 —8.6 —13.3 2 246,113 
554.22 ‘ . c e comparable | Cincinnati, 0. .......-. 8,796,658 9,267,062 8,05 7, $Y 5.6 13 297,804 > 
554, 4,288 Hines for th , —_ b Cloweiané, ©. ..icceoses 10,210,193 11,218,430 9,288,825 —9.0 —17.2 373,403 284,958 
period of 1937, the 61,626,231 line|Goiumbus, 0. ......... 9 ceceee eee een ee ee ¥é aa 252,125 207,576 
loss equaling 11.1 per cent. Compared | Dajas ie... [0,586,939 11,164,310 ——*10,996,651 +39 —15 363,495 442,699 
with 1936, this year shows a loss of| Dayton, O. ............ 6,998,688 8,201,428 6,717,486 —4.0 —18.1 268,540 223,300 
5.5 per cent. emver, GOO. since cise 5,320,593 5,358,745 4,909,203 —7.7 —8.4 199,545 159,507 
The table following show -cent- Des Moines, la......... 3 396,786 3,427,740 3,362,711 —.2 —1.9 106,338 107,118 
he tanle following shows perce Detroit, Mich. ........ 11,275,641 11,936,368 9,200,445 —18.4 —22.9 376,513 304,436 
age of gain or loss for each weekly Be PMG, TO. ccscciccce tec. seme ae 0! ea 204,113 206,136 
period of this year over 1937: ES SPP erie 717,156 4,734,402 1,666,126 + 25.5 —1.5 185,066 160,314 
oe eens __ 9.8} !vansville, Ind. ....... 6,859,882 6,578,083 6,622,442 —3.2 +0.6 246,176 216,132 
“a tiver, eee 10,742 1,586,525 ,676,287 —i. —11.2 . \ 
a Ser ererey errr 8 Kall | M " ~ Sere Ap ee 1.676.287 4 11 68 808 66.525 
Jan. 8 ..ccccsccvecceeevves — 2.4) mint, Mich. .......... 1,637,640 4,818,086 4,630,382 —SL.7 —6,7 186,060 126,462 
Jam. 15... eee cece eee eens —— 3.7) Fort Wayne, Ind....... »,SSS,a08 6,237,560 v,033,862 —5.9 —11.2 201,327 157,906 
ee eS cree eee ee eee =e GET Gere, Be, ciccciccevacs 3,149,415 3,906,619 2,963,167 —i.9 —24.2 137,223 93,472 
Jan. 29 Ais - 73 Grand Rapids, Mich.... 1,809,252 5,729,230 4,539,468 -5.6 —20.8 194,916 143,598 
Fe b.  obebbiad sthitebend eicel, 7.4 Greenville, S. C...... 2,993,677 3,520,082 3,245,674 + 8.4 —7.8 120,829 127,370 
a HSS e Hens LES E TH —= (3) Houston, Tex. ........; 7,391,580 8,502,614 8,512,332 +15.2 +0.1 294,840 305° 144 
Feb. 12 .......... Scat eeee — 7.7| Tidianapolis, Ind. 9,012,340 9,794,001 8, 208,80 3.9 —16.2 334,376 263,606 
Serre tree eee ee —— 6.8] Jacksonville, Fla. ..... 1,539,863 4,992,372 1,717,072 +3.9 —5.5 179,732 109,830 
| ees —iit 4) Sereey City, My, di. icc 1,318,908 1,286,954 1,115,033 15.5 —13.4 47,860 45,651 
are re pat »| Kansas City, Kans...... 1,228,556 1,392,519 1,455,405 + 18.5 +4.5 55,328 58,240 
lee z fees en et tp Knoxville, Tenn, + $,965,996 5,264,826 5,249,536 + 5.7 —0.3 209,412 180,122 
March 12 .....seseeeeeeeess “se | Little Rock, Ark........ 4,829,801 4,979,016 T805-1F— —2.6 —b.6 202,510 193,676 
March 19 ...ccscccccscccees —18.3| tos Angeles, Cal. ..... 0000 wseeee 13,255,101 11,866,081 ace. el 489,919 105,656 
| Mare Serer ere ree —=56.5 | Lulnavilhe, BY. escccscs | avdena 8,398,915 7,431,063 er —11.5 343,078 261,642 
April 9 — . ei De wkedse eons »,084,316 5,237,498 $155,046 22.8 —20.7 207,844 136,248 
r be r Tere eer eT tute — ay Manchester, N. H 1,789,847 1,870,504 1,925,700 + 4.6 +29 70,308 70,702 
ent a aba _ nay | Memphis, Tenn. wrrmee sr 6,290,790 0,820,104 +08 —74 232,372 177,926 —234 
April 16 «1... . se eeeeeeeeees — 9.8] Miiwaukee, Wis. ...... 7,558,330 9,256,037 7,815,586 $4 —16.6 248,870 223,196 —10.3 
EM BS. 655.0065 50000 5.6 08 . ~-15.7| Minneapolis, Minn. ... 8,019,695 7,944,058 7,084,479 —12.8 —11.5 292,475 266,270 —8.9 
| ee ee eee 10.8 | New bedford, Mass..... 1,744,680 1,771,084 1,604,002 5.2 —6.6 58,422 50,834 —13.0 
May 7 —123 New Haven, Conn. 4,613,602 5,031,214 1,735,822 + 2.6 —5.9 183,862 163,548 —11.1 
+ alll lata ag alae teal tad 4o| New Orleans, La....... 10,098,1: 260 10,458,235 D,o1k ; ©) —9.0 328,865 282,907 —1i39} 
May 14 oo .csseeeseseeeeees —14.8 tNew York, N. Y....... 33,273,85 35,197,129 6.9 ~12.0 1,001,929 877,523 —12.4 
May 21 .....ccecceevess -14.3| tBrooklyn, N. Y....-.. $3,621,738 3,691,609 25.8 27.2 107,140 84.878 —208 
i —14.7 | Norfolk, Va. ........0. 4,965,618 4,963,392 2.5 5 181,020 193,284 + 6.8 
Se errr eT rere 14.3 — Cal. 931,838 4,059,635 1.8 8 123,801 115,313 —é9 
‘ Oklahoma City, Okla.... 0,780,007 6,231,808 ~ Sl + 239,344 224,632 —6.2 
June BAG ShOR EI EOEE DES aS0 1 weenie, ti. ...... .. $78,754 6,226,767 7.5 r 203,196 178,206 —12 
June 18 ..........+:: —14.8| philadelphia, Pa. ..... 15,005,607 16,138,219 8.7 15.1 520,320 459,074 —118 
0 Saree ree wseeeeee ——16.9] Phoenix, Ariz. ........ 3,904,082 3,776,682 + 3.6 +7.1 122,472 122,724 +02 
O's ao ea ee a) ae -14.6| **Pittsburgh, Pa swe 11,872,042 13,503,406 — 9,7 ee 428,120 362,040 ——15.4 
. Per yee eee ,.| Vortland, Ore. ' 6,048,266 6,413,226 —13s 7.7 250,488 234,528 —64 
_ Elsewhere on this page is a tabula-| ++proviaence, R. 1. 7,181,106 7,444,708 15.0 —18.0 278,391 200,933 —27.8 
tion showing individual linage fig-| heading, Pa baw 1,824,494 5,664,924 1,963,969 +2.9 —12.4 189,146 150,850 —20.3 
ures for each city measured by this} Richmond, Va. ..... 6,672,890 6,849,500 1,251,518 —t.3 —8.7 267,260 172,256 —35.6 
Index §Rochester, N.Y 9,546,357 9,799,708 264 21.3 23.4 317,320 235,061 —25.9 
sd Rock Island-Moline ... $415,790 4,794,766 266 °#«=#8+0.8 —3.1 162,974 170,436 +46 
Sacramento, Cal. ... . $535,660 4,560,199 Y,705 4.8 —10.3 157,948 134,064 —15.1 
Gartland Advanced San Antonio, Tex, sé 3,412,220 3,492,559 3,209,159 7) 8.1 115,460 92,043 —20 
San Diego, Cal tees 7,095,466 7,417,670 6,404,716 9.7 —13.7 316,344 249,312 —21 
I. L. Gartland, formerly general] San Franciseo, Cal 8.079.055 8.337.410 7,994,575 1.1 —4,] 239,597 281,176 +17.4 
sales manager, has been elected vice- Seattle, Wash. .... - b120,8¢8 5.340.684 4,741,335 ~~ rm) a 159,418 138,361 —i32 
resident and director o - M. pare} South Bend, Ind Shas 1,523,185 5,047,216 3,713,678 17.9 —26.4 61,207 5 —3 
I lent id t fD. M. B ; 161,207 111,587 30.8 
Company, Roaring Spring, Pa. He is| Spokane, Wash. ....... 3,705,282 4,052,216 3,736,768 + O.8 at .@ 158,368 136,500 —13,8 
also president and director of Color | St. Veuls, Mo....... - 9,542,015 10,323,435 Y.B82,585 By 9.1 338,970 296,555 —12.5 
Laboratories, Inc., New York, manu-| 5% !’@ul. Minn... ... 6.925.025 6,462,188 6,178,547 10.8 ho 205,266 __ 348,938 885 
facturers of the Garometer, an instru-| Syracuse, N.Y. 6,069,015 6,269,188 0,454,130 9.6 12.5 226,492 164,864 —27.2 
ment balancing three-color negatives ot, gy ash. $155,141 ere te “yt te 3 = “TE ete eye ve 
in color photography. ra npa, B. ccc esessese 3,dak D1 3,229, ‘ > —2.$ 3, 4 y 2. 
SN eee 6, 3 7,873,973 6,091,529 9.4 -17.4 244,293 190,705 —21.9 
Toronto, Ont., Can..... 10,645,871 10,681,141 ¥,293,881 12.7 13.0 273,136 259,795 —4.9 
oo 7 ree + 2,016,798 — 2,277,048 3,147,026 -6.5  —b.7 82,922 (2.144 +~—13.8 
Drop Radio Columns Tulsa, Okla 270,299 5,122,356 1,735,436 10.2 7.6 192,206 178,248 ously 9 
In line with the policy recently | Washington, Db. © 19,472,309 19,940,172 7,739,942 8.9 —11.0 728,499 644,196 —i1.6 
adopted by other Pacifie Coast pub- Worcester, Mass, é r 16,866 6,417,833 6,009,480 3.8 6.4 231,028 197,855 —14,4 
lishers, the Portland Oregonian and | *°Unsstown, ©. .. »» 5,165,569 4,798,178 3,900,236 24.5 18.7 144,662 129,434 —10.5 
Oregon Journal have discontinued . an ; . - ae 
; . Total SOO, S38 966 §54,224,288 1Y2.5N84,057 . 9172.92 F829 OCR —146 
their daily columns of radio pro- a : - FI at = a a ht tt = 
gram comment. They will publish pag mage tree and seiner et oe April 20, 195s. American changed to tabloid. 
program listing only. The third tBrookly n "Time oe ve ding disc nae a Bee 8, "1937. 
ge conel gi the News-Telegram, §Journal and Sunday American discontinued June 8, 1937, 
as never used radio news except | Pn nen. Ledger discontinued June 23, 1437 
program listings. tlrovidence Tribune discontinued May 1, 1938. 


Raymond D. Parker, 
|insurance advertising, has resigned 
as vice-president of the Andrew Cone 
Advertising Agency, New York. to 
join Cowan & Dengler, Inc., New 


| Parker in pa Post 


specialist in 


| York. 
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by, not 
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NEW 


VA. 


GET MAD 


. . « but don't swear at the engraver! 
Maybe i 
all wrong. Drab, washed-out prints can't 
... and won't 
and detail. 


415 Lexington 


.. Uf you must! 


it's the photographic copy that's 


. give you brilliancy 
Next time, try RCS STU- 
nd get clear, accurate, depend- 
oto copies—the kind you swear 

at. They're economical too! 


S STUDIOS 

YORK CHICAGO 
Ave. 110 S. Dearborn St. 

3-3680 STAte 5977 


that he should 


ition, the 
| Judge 
ning. _— =e ‘ ice 


e*No Pittsburgh evening or Sunday papers published from June 17, 1938, to 
3, 000 K start the retail knit wear 
itty’ which grew the largest knitting mill | 

in the world devoted exclusively to 

| manufacture of swimming suits. 


Gave Jantzen It also disclosed how Mrs. Jantzen 
Start i in 1909 advises od her husband, 29 wears ago, 


remain a 
stead of entering the 


store from 


— rt _ r Iortls a” 
| Portland, Ore., July 7.—Jantzen ™€S8 with the young Portland busi 
Knitting Mills, which reputedly now | "®SS™a@n, Zehntbauer but how she 
| spe nds around $500,000 a year to ad- turned to her inheritance to help es- 


tablish the organization. 
|vertise swimming 
ifrom an_ original 
$3,000, officials of the company testi- 
fied in Federal district court in the 
| final day of a suit to recover 
taxes paid under protest. 
Those seeking refunds are 
Jantzen, secretary vu: the 
tion, vo 29; J. A 
president, 26,07 
Dodson, 
$818.36. 


suits, developed 


investment. of = 


Parkin in Chicago 

Rex Parkin, 
Wasey & Co. 
transferred 
plete charge 


art director for Erwin, 
in New York has been 
to Chicago to take com- 
of the art department. 


income 


Carl C. 
corpora- 

Zehntbauer, 
and John R 
\ ice e-president and treasurer, 
Incorporated 
suits were 
James A. Fee on 


(2.25, NPA Plans Meeting 

National Publishers Association 
will hold its annual meeting Oct. 4-5 
at the Skytop Lodge, Skytop, Pa. 


into one ac- 
submitted to 
Tuesday eve- 


farmer in-| 
knitting busi- | 


| has added an export division to its 


1 938, due | 


June 25, to strike 


— 


Seiliewn Sie Kudner 

Edward H. Gardner, formerly of 
Morse International, Inc., New York, 
has joined Arthur Kudner, Ine., it 
an executive capacity. Prior to his 
Morse International connection, Mr 
Gardner was executive secretary of 
the advisory committee on advertis 
ing for the Proprietary Association. 


Presbrey Appointed 
Frank Presbrey Company, Chicag®, 
has been appointed advertising 
agency for Algood and Elgin Oleo 
margarine, products of B. S. Pearsall 
Butter Company, Elgin, Ill. A 1% 
week comic strip campaign is beins 


released to newspapers in the Middle 
West 


Adds Export Division 


Sternfield-Godley, Inc., New York, 


offices. A. G. Odio will be in charg® 


— 


Original organizers of the 
tion in 1909, Jantzen and Zehntbauer 
and their wives told how each put 
up $750 to form the company and 
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PRESSES BEGIN TO ROAR IN NEW PUBLISHING SETUP 


COUNCIL DRIVE | 2m yt 


Earnings of 
Advertisers 


Wesson Oil & Snowdrift 

| Net earnings for nine months 
jended May 31 were $2,446,631, com- 
|pared with $3,716,031 for the same 
| period in 1937. Net sales for the 
|1938 period totaled $47,452,905, 
j}against $48,405,940 in the like 1937 


American Fair Trade Council 


F ‘ | period. 
i M | per 
to Issue Magazine | 
? es Nu-Enamel Corporation 
& The company shows net loss of 
] g 7— sanc an . 
Det yg Been pond $116,780 for 1937, compared with net 
~ = comiie ain tee tone income of $241,533 in 1936. Net 
rade 4s ‘ mene 9 : on 
spring in New York (ADVERTISING oes were $1,259,961 in 1937, com 
; ; April 11) has continued strong- pared with $1,497,981 in the previous 
AGE y fa 
ly since then, it was revealed here enn 
§ today as more definite plans for re- Valspar Corporation 
organization of the group came to ! . : 
= light with the league to be known For 12 months ended May 31, net 
_ ’ rofit amounted to $107,604, com- 
: snceforth as American Fair Trade aes : 
7 ee pared with $299,162 for the corre- 
i The no charge of re sponding period in 1937. 
‘ organization includes a group of 22 . ‘ 
: executives drawn from all major United American Bosch 
» |) groups interested in trade-marked Net loss was $169,217 for the year 
; products. Sales of this group, it is : ended March 31, against net profit of 
, estimated, represent from 15 to 20 $387,834 for 12 months ended March 
3 per cent of the total national in- Amon C. Evans, son of Silliman Evans, publisher of The Nashville Tennessean, pushes a button to start the huge eight-unit 31, 1937. Net sales totaled $7,939,099, 
4 


' publisher of the Apothecary and New 


sa 


' tion of its retail sales. 


' quarterly magazine in promotion for 


come and a much greater propor- 


Current plans—which include pos- 
sible publication of a monthly or 


fair trade—were presented today in 
a prospectus by Leavitt C. Parsons, 


Bngland Poultryman. 
Marking the first concrete organi- 
zation work of the new council, this 


any purely political 
other than to help secure passage 
of legislation reacting favorably and 
that its educational operations shall | 


Goss press in the Newspaper Printing Corporation building, Nashville. 

of the Fort Worth Star-Telegram. Left to right are: James G. Stahiman, publisher, The Nashville Banner; Mayor Thomas L. 

Cummings; Mr. Evans, Mr. Carter, Mrs. John M. Branham, vice-president and director of The Tennessean; Bascom N. Tim- 

mons, Washington correspondent; Ward C. Mayborn, vice-president and general manager, Newspaper Printing Corpora- 
tion and Coleman Harwell, executive editor of The Tennessean. 


that it shall not become a party oC. & E. I. Establishes 
controversies | 


7 


Research Department 
The Chicago & Eastern Illinois 
Railway Company has set up display 


He is held in the arms of Amon G. Carter, publisher 


Payroll, Sales 
_ Figures Listed 


against $9,735,193 for the year ended 
March 31, 1937. 


McKesson & Robbins 


Net sales aggregated $12,986,126 
for April, compared with $14,047,042 
for April, 1937, a decrease of 7.55 per 
cent. Sales for the first four months 
were $54,245,744, compared with $56,- 
627,145 in the like 1937 period. 


3 ‘ é and research headquarters to bolster ° 
$)) prospectus asserts: be confined to the dissemination of | jagging coal Ree me by assisting the in Next Census Booth Fisheries 
4 “The aim of the organizers of the| principles and policies for the pro-|¢oa] industry in marketing its prod- ta fisc ; - 
-1)> American Fair Trade Council is to| motion and protection of Fair Trade. | ucts. or the fiscal ended April 30, 
4) provide a non-profit vehicle through The prime limitation is that the| The display and research offices Washington, D. C., July 7.—Evi- net profit was $152,643, against $37,- 
+ ; which those interested in Fair|council shall never presume to in-| Will serve coal producers, salesmen, | dencing the widening scope of gov- 106 for the year ended April 30, 1937. 
s ) Trade may spread fair competitive |terfere with the internal affairs nor | »’okers, dealers, analysts, manufac-|gyment census reports on general | 78 is the highest profit for the com- 
9 | principles and practices throughout |to dictate “the policy of any local, | ers of heat and power equipment | pusiness, the Bureau of the Census|P@2y since 1933. 
oe ; all branches of the distributive in-| regional or functional organization and Pe | disclosed today that publication is ex- F 
' | dustry concerned with the market-| with which it may be directly or in- P pected to begin next month of busi- International Nickel (Canada) 
‘> | ing of trade-marked products in free | directly affiliated except that it may | Borton to Plan ness figures showing total sales and| For the year ended Dec. 31, 1937, 
5.4 ind open competition.” provide them educational or legal | DMAA Convention payrolls by quarters as well as cash, |net profit was $50,299,624, compared 
4 assistance in the form of materia!;| Elon Borton, director of advertis-|credit and instalment sales and|With net profit of $36,865,526 in the 
8 To Encourage News Laws or personnel to carry out more effi-|ing, LaSalle Extension University, | stocks on hand for retail and whole-|previous year. This is an increase 
3M The program calls for “Encour-| ciently their common interest in Poy airs. —_ .~ SS ae sale establishments. of 36 per cent in 1937. 
y | agement of the recording on state|PYomoting and protecting Fair a eareiiee ie oe oxen | Questionnaires have already been 7 
7 , Trade.” d rtising Association Sept. 28-30 »d by the Bure These . to | Oldet e Distille 
* ) and federal statute books of laws " , at the Stevens Hotel, Chicago. | ‘ssuec by the Durean. so See We —_ ™ 
7 that protect Fair Trade and, by de- F unctional membership sroups Lloyd Herrold, Northwestern Uni-| be returned by July 15, -containing Net sales for 1937 amounted to 
2 © fining its legal rights, facilitate its | ¥'!! be set up with seven major SeC-| versity, is chairman of the program | data for both 1937 and the first half | $16,572,203, compared with $13,236,- 
74 understanding and operation; en- tions formed. Manufacturers, whole: | committee. be 1938. Close cooperation from | 486 for 1936, representing an increase 
7" couragement of education and, by salers, retailers, Fair Trade secre- - Dapapecenay establishments is expected, | of 25 per cent. Net profits was $247,- 
Me example, the wider use of permis- taries, legal counsel, trade associa- Penson Ad Manager /as was the case in 1935 when the Bu-| 963 in 1937, against $293,491 in the 
. sive, vertical contracts defining the yer and Page wong organizations Melvyn 8. Penson has been ap- | "eau received replies from nearly 100| preceding year. 
5.5 relation between manufacturers and | @!V'S!0ns W! form the crux of spe- pointed advertising manager of the | P®™ cent of those queried. 
3 subsequent handlers of  trade- cific industrial and consumer group- | yopepant Tailor, the official publica- Those currently receiving ques- 
8 marked products; collection and ings. ape tion of National Association of Mer- tionnaires are those who received IDEAS UNITS 
r coordination of current information res call for mn ee of @/ chant Tailors of America, New York.|them in = census of ae AND 
‘9 regardin re ractices or |™Monthly or quarterly publication a wholesale trade. This census, there- 
5 Fair Seals ietmedinn nae aaa Howe whose purpose will be to spread Agency for Brewer fore, will afford an accurate com- FOR MOTION DISPLAYS 
8B} pretation of such information.” ae ea ae Ekhardt & Becker Brewing Com. | Parison ot purse yee a a for operating Motion ‘Displays. Weare. also et 
¥ Considering the consumer, the : ™ ©8! pany, Inc., Detroit, has appointed|‘W° years, revealing SUCH SHIItS AS | perts in working out Motion Display Ideas 
.s Council suggests that by education and books on Fair Trade; to sum- Brindley-Roth, Inc., Detroit, as ad-|may have taken place in both retail WRITE FOR BOOKLET 
aaa and interpretation a better and marize, under proper technical edi- vertising counsel. and wholesale trade. THE AMERICAN DISPLAY CO., DAYTON, OHIO 
6 broader understanding by the con- torship. court records’ involving ss scnierieieciamneteeneesititeaeniaiaaaiiaadiaan tina — 
suming public of the social, eco-|Fair Trade and to interpret the 
homie and ethical implication of trend of Fair Trade legislation. 
Fair Trade may be effected. The reason for the necessity for 
“The fundamental philosophy that | publication is a belief that “those 
has inspired those interested in the interested in Fair Trade are not | 
- sponsorship of the proposed corpor- articulate as a group and at present | 
ation is their belief that the legal they have no voice with which to} 
ecognition of the principles of Fair janswer with factual information 
of Trade reflects an inevitable trend in |and case history the false charges | 
k. he development of society. made by those who would repeal | 
in Fair Trade legislation and restore 
‘is ls Non-Political Group cut-throat competition.” 
[r ——— 
of They feel that the laws govern- . - 
is- ne the issue and regulation of ver- General Mills Signs | 
n. a price maintenance contracts Woman Sportcaster 
st "a te ee ee General Mills Company, Minne- | 
R , ee Soe }apolis, has signed Helen Dettweiler. 
- Control legislation. The| ace woman golfer, as the first woman 
0, “Up that would organize the| baseball announcer in the country. 
1g "can Fair Trade Council sin- Miss Dettweiler will travel) 
0- believe that Fair Trade legis-|throughout the country and will) 
I has already become a perma- broadcast major league ball games| 
“ part of the body of law that | °™!Y. 
le ‘orth will influence perma- eas eas 
the development of our eco- Weed Gets Two | 
bes lety,” the report reads. Weed & Co. has been appointed to} 
‘tions on the functioning of| represent KXOX, St. Louis, and 
'p are outlined to the effect | KFRU, Columbia, Mo. Both stations 
k, - jare owned by the St. Louis Star-| 
ts ae . Times. KXOX is under construction 
e | —— _and will be on the air Sept. 15 
_ «a onounos —— 
: nie Walker Advanced 
7 aed Alexander C. Walker has been ap- | , 
: | DRAPERIES | pointed business manager of The| @ 
cambtnaco.|| 7ies. Barre, Vt. He has been in| 
160N.Wesst. ||) the business department for several 
— ee c | years. 
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a The Dallas N | 
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Again The News is on the class ‘‘A’”’ advertising schedule of the 
Rio Grande Valley Citrus Exchange ... the exclusive newspaper 
medium in one of only three major markets... Again complete 


F.L. HALL 


General Salesmanager 
Rio Grande Valley 
Citrus Exchange 


reliance is placed upon The News to do the job in this Dallas 
territory ... because The News DOES SELL products advertised 
in its columns. Reason: The News reaches the most salesworthy 
homes in an area conceded by marketing authorities as the 


most active in the Nation. 
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The Dallas Morning News 


9 , 
Texas’ Leading Newspaper 
TELL THE NEWS AND LET IT SELL TEXAS' MAJOR MARKET 
Associates: The Semi-Weekly Farm News; The Texas Almanac; Radio Station WFAA (50,000 Watts) 
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HORMEL IN ACTION PROMOTING SPAM 
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WHAT KINO OF SANDWICHES 
SHALL WE HAVE FOR 
OUR PARTY ? 


MORMEL'S FESTIVE NEW MEAT OF MARY 
SES SAVES TIME AND EFFORT... HITS 
THE SPOT, SERVED COLD OR HOT! 


eee i Sa 


DTHER GREAT FOODS FOR THE GREAT OUTDOORS 
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WHAT MEAT 
wEsOS NO 
EFRIGERATION 2-7 5 


WANT FOR LUNCH 


“WHAT DO You \ 
Aye 
% 


ese 
a= MAID'S NIGHT OUT! 
WHAT SHALL 

WE EAT? 


ontinuing to focus attention on the catchy name selected for its meat of many 
ses, Hormel used this full page in color in newspaper rotogravure sections last 
week-end. (Story on Page 6.) 


DESIGNED TO SOLVE SAMPLING PROBLEM 
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A C Barnes 


tributing its Company, New York, is testing this new ‘sample mailer’ in dis- 


¥* men to physicians and pharmacists throughout the country. The 

Rerton is be: ed quickly and easily is self-mailing, and tells a sales story as the 

‘©'"g opened. National Process Company, New York, developed the 
container for Barnes. 


AT PACIFIC COAST ADVERTISING CLUBS CONVENTION 


Lou Koch, retiring president, Pacific Coast Advertising Clubs Association, enjoys the job of presenting a trophy to Betty 
Green in the “model model’ contest. She's the present Jantzen girl. Upper groups: Edward Davenport, public relations 
counsel; Kenneth Collins, Gimbel Brothers, New York, and featured convention speaker; and Maurice Heaton, Williams, 
Lawrence & Cresmer, Los Angeles; Frank McKellar; Walter Held, new San Francisco ad club president. Lower groups: Don 
E. Gilman, Western vice-president, National Broadcasting Company; Dr. Frank N. Stanton, CBS research manager; Sidney 
Dixon, Western manager for NBC; Leonard Wheeler, Allied Advertising Arts; and Will Connell, Los Angeles photographer. 


RESTAURANT CHAIN LAUNCHES GOOD WILL CARAVAN 
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John R. Thompson Company, Chicago, is experimenting with a Covered Wagon trailer powered by a Pontiac six. A film 
projector, radio and loud speaker equipment and 200 feet of neon tubing are features. The trailer is being taken by Mr. 
and Mrs. Earl M. Whitler to cities where Thompson restaurants are located for special broadcasts of noteworthy public events. 


GIANT CRANBERRY BOTTLES TO INTRIGUE CAPE COD VISITORS 


To identify itself with Cape Cod and pleasant memories, Cranberry Canners, Inc., South Hanson, Mass., is erecting these 
gient replicas of its containers at strategic spots in this vacationland as part of its promotion. This one stands on the 
highway at Onset, Mass. 
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The figures leap from $2,300,000 (in °34) to 
$4.200.000 (in °35) to $6.100.000 (in 36) to 
$8.500.000 (in °37) — invested by the big three 
soap manufacturers yearly for radio network time. 
And in 1938—when advertising strategy has to be 
good—these companies increased their investment 
to $5,500,000 for the first six months. | 

Because selling soap is one of advertising’s big- 


gest jobs. selling Amerie its millions of units of 


Take the case of soap... 


soap each day. is more and more radio's job. But 
to take the case of soap alone is not enough. More 
advertisers invested more money for radio network 
time last year than ever before. They find that radio 
takes less money to reach more people—more often. 
And they invested more on Columbia than on any 
other network. For they have discovered that the 
world’s largest radio network is also the world’s 


leading radio network. May we give you the facts? 


Columbia Broadcasting System 
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